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“WE CALL IT A CRIME,” said 
Jules Steinberg, executive vice- 
president of National Appliance 
Radio-TV Dealers Assn., speak- 
ing of alliances between certain 
manufacturers, dealers and su- 
permarkets which team up to of- 
fer appliances as premiums for 
food purchases. (EM WEEK, Nov. 
27, p3.) In the upcoming Dec. 
issue of “NARDA News,” the 
plans are debunked in an article 
called “The Captive Customer,” 
which argues that the customer 
is hoodwinked by such plans be- 
cause she pays inflated prices. 
Every appliance dealer, whether 
or not he participated in the su- 
permarket plan, will get the blame 
once the customer gets wind of 
the real story behind these deals, 
Steinberg concludes. % 








NO FIREWORKS AT PHILCO were 
expected, and with two sputter- 
ing exceptions, none took place 
as Phileo stockholders met in 

Continued on p3 


An Inside Look At High-End Selling za 


MODERN MARKETS lil... 


How Top Merchants View ’62 .. fice) 


Groceries Get Into The Act Minneapolis — 
Editorial By Wray 1c HRA 


CanJapanese Electrics Compete? mM Market ,. 


PUBLISHED WEEKLY by McGraw-Hill Publishing Co. Executive, Editorial, Circulation and Advertising Offices, 330 W. 42nd St., New York 36, N.Y. Printed in Chicago, Ill. Second-class postage paid at Chicago, Ill. Subscrip- 
tion price $2 a year. Copyright 1961 by McGraw-Hill Publishing Co., Inc. All rights reserved. POSTMASTER: Send Form 3579 to Fulfillment Manager, Electrical Merchandising Week, 330 W. 42nd St., New York 36, N.Y 





ATTEND THE MARKET 
THAT HAS EVERYTHING 


ps 
Uj 
t) 














































































































































































































ne will 


INTERNATIONAL HOME FURNISHINGS MARKET 
tHemerchanoise mart * GHICAGO 











December 4, 1961 


CONTINUED FROM P1 


...presstime 


Philadelphia to approve the sale of Philco to 
Ford. The final count was 3,426,653 for the sale 
and 80,801 against. One stockholder protested 
that the exchange of 4% shares of Philco for one 
share of Ford stoek was unfair to Philco’s share- 
holders. The other dissenter asked, ‘“‘What caused 
Phileo’s problems?” The answer given by James 
D. Skinner, Jr., president of Philco, was succinct: 
“Computers and appliances.” Opinions about the 
future of Philco in the appliance and home elec- 
tronics industry expressed by those attending 
the meeting were contradictory and pure con- 
jecture. * 





reach $2.1 billion because of the improving econ- 
omy, according to L. Berkley Davis, EIA presi- 
dent. EIA’s consumer products division ap- 
proved an advertising code for release, reaf- 
firmed its opposition to all-channel TV legisla- 
tion at the association’s winter conference in 
Los Angeles. . 


THEME FOR THE NRMA CONVENTION will be “The 


Challenge of Change.” The Retail Merchants’ 
51st annual convention, scheduled for Jan. 7-11 
at the Statler-Hilton in New York, will have a 
record-breaking 49 sessions covering the gamut 
of retail store needs. About 5,000 retail execu- 
tives are expected to attend. . 


ROBERT W. BALCOM WILL RESIGN his post as public 


WHIRLPOOL’S CHRISTMAS PROMOTION includes a 45- 
piece dinnerware set as a bonus to customers 
who buy portable dishwashers before Dec. 15. = 


MAYTAG’S PLANS FOR HOME LAUNDRIES will be de- 
veloped around Maytag Laundry Idea Centers. 
Six have already been developed by leading 
architects in different parts of the country and 
more are coming. Plans include ideas for both 
new homes and remodeling, and are available to 
dealers and consumers. = 


CONSUMER ELECTRONIC SALES FOR 1961 will finish 
ahead of last year’s totals in television and 
radio, down in phonographs, according to esti- 
mates by Electronic Industries Assn. Here’s how 
EIA figures: TV: 5.9 million units (up from 
last year’s 5.7 million) ; home radio: 11.6 million 
(up from last year’s record 10.5 million) ; phono- 
graphs: 4.0 million (down from last year’s 4.5 
million). Factory consumer products sales will 
hit $2 billion for 1961, compared to $2.1 billion 
last year. But sales next year are expected to 


Case Against Regina Dismissed: 


Has FTC Defined List Price? 


Federal Trade Commission Exam- 


relations director for American Home Laundry 
Manufacturers Association on Dec. 31 to form 
his own public relations firm. He has been with 
AHLMA for 6% years. His successor will be an- 
nounced late this month. * 


CENTRAL AIR CONDITIONING MARKET for the next 


five years will total $2 billion at retail, predicts 
Cloud Wampler, Carrier Corp. Chairman, and 
234,000 units, at retail value of $333 million, 
will have been installed this year by time final 
figures are in. . 


TREND TO FEWER DISTRIBUTORS? Warren Connolly, 


the New York City distributor for Norge will 
also handle the line in Northern New Jersey, 
replacing Apollo. This is the second such move 
in that area. Recently, Westinghouse Appliance 
Sales consolidated its New Jersey Branch into 
its New York City office. Reason given for War- 
ren Connolly’s move: both areas constitute one 
metropolitan sales area. Territory will not be 
new to Connolly—he had it many years ago. & 


sumers and promote the manufac- 
ture of potentially dangerous appli- 
ances put out solely to meet price 
situations.” 


A defense of the list price way of do- 
ing business was also offered by Ex- 
aminer Tocker. It has “become a 





iner Herman Tocker hasjhanded down 
a decision which suggests ways that 
manufacturers and, consequently, 
dealers and distributors, may use list 
prices without running afoul of 
FTC’s attack on “deceptive” pricing. 
Ruling on FTC’s complaint against 
Regina Corp., Rahway, N. J. (EM 
WEEK, Sept. 25, p&), the hearing ex- 
aminer told the commission’s prose- 
cuting lawyers that Regina’s use of 
list prices on vacuum cleaners and 
floor polishers in promotion material 
sent to dealers was not unlawful. 


What FTC lawyers wanted was a broad 
order against Regina—one which 
would have virtually prohibited the 
company from using list prices at all. 

But what they got was much dif- 
ferent and some of the best news 
that disgruntled industry executives 
had received from FTC in a long 
time. 


Behind the list-price confusion are two 
factors: (1) Industry leaders feel 


DECEMBER 4, 1961 


that FTC decisions in the past two 
years have amounted to a blanket 
condemnation of the list price sys- 
tem by which the consumer goods 
industry has lived for years, and (2) 
the failure of the FTC (because as 
a regulatory agency, it does not 
make policy statements) to spell out 
just how distributors, dealers and 
manufacturers were allowed to use 
list prices in a lawful manner. 


The importance of this decision, how- 
ever, is that it does give guide lines. 
According to last week’s statement 
by the examiner, Regina may: 

e Continue to use list prices for 
purposes of “identification and infor- 
mation.” 

e Continue to contribute to the cost 
of retailers’ ads in which list prices 
are not used deceptively, that is, 
where they are used solely for the 
purposes stated above and are not 
presented as “usual retail prices.” 

e Also, Regina must make clear that 
retailers cannot use list prices for 
deceptive comparative pricing. (FTC 








had previously ruled that ads cannot 
carry list prices which are higher 
than the usual retail price for an 
article in specific trade areas.) 


Regina’s statement on the decision 
came from Vice-President Robert 
E. Cassatt in an exclusive inter- 
view with EM WEEK: 

“The FTC decision will have an 
important effect on all segments of 
the appliance industry. It leaves with 
the manufacturer the right to place 
a value on his products, but requires 
subsequent sellers to refrain from 
implying that such list prices are 
‘regular’ prices, when actually prod- 
ucts are being sold for less.” 

Lannon F. Mead, Regina’s presi- 
dent, said that “the decision defi- 
nitely established, as the company 
felt all along, that Regina’s list 
prices were neither fictitious nor mis- 
leading. 

“What’s more,” he added, ‘“‘The 
examiner’s decision clearly points out 
that abandonment of list prices 
would cause confusion among con- 


way of life,” he said, and customers 
are accustomed to it. “List prices 
also serve to prevent overcharging in 
times of short supply, to provide a 
standard of value, as a guide for 
trade-in purposes and as loan justi- 
fication for finance companies.” 
The proper function of the FTC, 
he concluded, should be only to pro- 
tect gullible customers from being 
misled by unfair use of lists. 


Will this decision hold? The answer 
to this is up to the five FTC Com- 
missioners who have the option to 
open review of Tocker’s decision 
within 30 days. If two commissioners 
feel the prosecuting lawyers should 
be given another chance, the com- 
mission will hear an appeal. If not, 
Tocker’s decision automatically be- 
comes FTC’s official decision. 

Prognosis at this point: FTC law- 
yers will push an appeal because 
Tocker’s order (he’s only been on 
the job a year, and this is his first 
list price case) conflicts with other 
FTC orders. 
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STRAIGHT FROM 
WASHINGTON 


RECORD RETAIL SALES THIS CHRISTMAS SEASON are 


forecast by Commerce Secretary Luther Hodges. 
Retail sales have lagged—badly in some cases— 
in recent months, despite a rise in personal in- 
come. But Hodges believes the turn has come. 
Retail sales in October, paced by stronger de- 
mand for 1962 autos, rose 2% to the highest 
level in more than a year. From this and other 
factors, Hodges deduces the pre-Christmas sales 
will be 4% to 5% above the level of a year 
ago. s 


PRODUCER-DEALER RELATIONS MAY BE AFFECTED in 


a wide variety of industries by a Federal Trade 
Commission ruling. The FTC ruled illegal these 
practices by a tool manufacturer: Establishing 
resale prices for its products, restricting sales 
territories and customers for its dealers, insist- 
ing that a former dealer cannot again go into 
the tool business in the same state for one year. 

Involved is the Snap-On Tools Corp. of Ke- 
nosha, Wis. In 1950, the firm changed from a 
system of company-owned dealers to independent 
dealers, but kept the same restrictive practices. 
FTC decided, basically, that while these prac- 
tices might be legal for a company’s own em- 
ployes, they are not for independent dealers, and 
are designed to prevent competition on the retail 
level. * 


THE PLIGHT OF AM RADIO STATIONS is under study 


by both the Federal Communications Commis- 
sion and the National Assn. of Broadcasters. 
Of about 3,700 stations on the air, half are con- 
sidered financially marginal: Either operating 
in the red or making less than $10,000 a year. 

So far, the studies have found no significant 
increase in nighttime service, despite an increase 
in the number of stations, and considerable over- 
specialization in programming. Operators of 
shaky stations thus may be urged to merge, a 
move that should result in fewer AM stations, 
longer broadcast hours and more diverse pro- 
gramming. FCC also may raise its engineering 
standards under which applicants qualify for 
station operation. a 


VHF EDUCATIONAL TV OUTLET FOR NEW YORK CITY 


seemed assured when the U.S. Court of Appeals 
ruled, in effect, that WNTA-TV could proceed 
with the sale of Channel 13 in Newark, N.J., to 
Educational Television for the Metropolitan 
Area, Inc. But the day after the ruling the sit- 
uation became confused again because the sta- 
tion owner and ETMA could not agree on how 
the $6.2 million price could be made to insure the 
recovery of the money if the U.S. Supreme Court 
agrees to hear, and rules favorably on, Governor 
Meyner’s plea that New Jersey should not be 
deprived of its only TV station. s 


















































“Wild Man” Hagen gets his name from his trading policies as well as from the 
stuffed animals in his showroom. The gorilla, Oogie, handles customer gripes. 


Gordon Volkenant capitalizes on the boating craze in Minneapolis to sell his appli- 
ances. Outboard motors are scattered throughout the store to lure traffic. 


Copper toning used refrigerators is a successful idea for two Minneapolis dealers. 
They say they have made an additional $10 to $20 profit on each unit. 




























Minneapolis’ constant price war between appliance dealers forces them to shop 
one another all the time. Dealers shown here are checking competitor's prices. 
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MODERN MARKETS Ill . . . This is the third in a continuing 
series of close-up studies, exclusive in EM WEEK, of the chang- 
ing pattern of major appliance and consumer electronics re- 
tailing in selected areas. Previous articles examined Syracuse, 
N.Y. (Sept. 11, p4) and Springfield, Mass. (Oct. 2, p4). 


Ten years ago, 15 dealers shared 
75% of the appliance-radio-TV busi- 
ness in Minneapolis, Minn. 

Today, 75% of the business is done 
by four dealers. 

The most insistent factor in bring- 
ing about this change has been the 
growth and policies of Dayton’s, a 
department store that refuses to lose 
its customers to invading discount 
chains or local price cutters, and now 
claims the largest share of the appli- 
ance business. 


Dayton’s appliance pricing policy has 
been much the same for 50 years, but 
it was not until three years ago that 
it began to advertise and promote it. 

Three years ago, Dayton’s manage- 
ment discovered that other local deal- 
ers were luring away Dayton’s cus- 
tomers, so they embarked on a 
program to make sure that every 
consumer in the market knew that 
Dayton’s would match any appliance 
price quoted elsewhere, no matter 
how low. 

Dayton’s does not take the initia- 
tive in a price war. Says appliance 
buyer, M. B. Olsen, “Our prices are 
set by our competition.”” When cus- 
tomers bring a quote in that is lower 
than Dayton’s current offer, the low 
price is verified and Dayton’s meets 
it. If the low price is only some other 
store’s ‘one-shot,’ Dayton’s offers 
the same price only to that one cus- 
tomer who brings it in. But if it is 
determined that the low price is the 
going price for all the customers of 
the other store, Dayton’s reprices its 
entire stock. 


Dayton’s warranties and delivery are 
included in its prices—even in a 
“burn” price. Installation is extra, 
and the customer is told just what 
that charge will be. Every appliance 
carries a printed sheet showing the 
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Isolated from new merchandise, used appliances in Hagen’s store are shown in a 
clean but sparsely decorated showroom. Appliances have been re-enameled. 


minimum installation cost plus op- 
tionals. For example, if a customer 
buys a dryer, both the installation 
charge with and without venting is 
shown. 


Dayton’s credit terms are easy. Like 
most department stores, Dayton’s 
carries its own credit. Most of its 
customers have established credit rat- 
ings, so sales are written without a 
lot of red tape. 


Dayton’s expansion has also contribu- 
ted to its success. In addition to the 
large downtown store, it has branches 
in suburban shopping centers and in 
downtown St. Paul across the river. 

Now Dayton’s plans to beat mass 
merchandisers at their own game by 
hatching one or more full-fledged dis- 
count stores to be called “Target 
Stores.” 

Thus, with equal prices, easy cred- 
it, no hidden charges and accessi- 
bility, Dayton’s is prepared to meet 
any challenge to its leadership. 


The big problem for other dealers, how- 
ever, is not so much Dayton’s as it is 
the small “mom and pop” appliance 
stores “which are responsible for 
Dayton’s aggressive pricing policy.” 
At least that’s the viewpoint of 
George Johnston, the largest appli- 
ance specialist in the Minneapolis 
market, the owner of Johnston’s Ap- 
pliance Co., Inc. 

“Whenever the (small dealer) 
needs cash,” Johnston says, “he un- 
loads for any price he can get... 
and cuts prices below his break-even 
point. He lacks knowledge of his busi- 
ness and muddies the market.” 


How does Johnston make money? Two 
important means: He carries his own 
consumer credit and makes a busi- 
ness of used appliances. Last year, he 








minneapous: Aroused Department Store Meets 
Any Price, Dominates The Market 


made $75,000 from used appliances 
alone. He made at least that much 
from his credit operation. 

His size also helps him. “I have a 
million dollars invested in this busi- 
ness,” he says, “and both the small 
dealer and the discounter will have 
to match that investment to match 
my business.” His size enables him 
to obtain financing at low rates. 

And to beat Dayton’s, Johnston 
carries different lines. He also mini- 
mizes price competition by emphasiz- 
ing his service. 

About discounters he says, ‘‘I have 
great disdain for their ability to sell 
appliances. Their operations are still 
too crude. They don’t know the busi- 
ness nor how to compete. Without 
service, they can’t.” 


Another successful independent dealer 
in this rough market is Winslow 
Chamberlain of Appliance Dealer 
Showroom. Chamberlain’s methods 
are unique in this city. 

Most of his customers are referred 
to the Showroom by other retailers 

druggists, furniture dealers, gas 
station operators, etc.—who do not 
carry appliances and who get a 5% 
commission on sales which they set 
up. 


Chamberlain's aim is to make his cus- 
tomers feel “privileged,” much the 
same method as closed-door operators 
use. Showroom customers are sub- 
jected to a lengthy and formal reg- 
istration ceremony which not only 
creates the desired illusion but lets 
Chamberlain find out what income 
bracket a customer is in, what appli- 
ances she owns and what she intends 
to look for or buy. 

Good salesmanship is his strongest 
weapon and he swears it can over- 
come price differences any time. For 
that reason, he trains his salesmen 
well and constantly checks their per- 
formance; after a customer leaves, 
her card is marked to show what, if 
anything, she bought and from which 
salesman. Any salesman who turns 
back too many “no sale’”’ cards is dis- 
charged. So is the salesman who con- 
sistently sells at a price below the 
average of the store. 


Careful planning in setting up used appliance display room helps sell more new appliances 


Contrast between departments displaying 


Another of Chamberlain's weapons is 
his mailing lists. He plans a sale by 
selecting 5,000 names from his file of 
25,000 customers. He then sends 
them a mailing piece which appears 
to be a memo to those retailers who 
refer customers to him. The message 
advertises that he is holding a one- 
day close-out or special sale. A post- 
script on the memo tells the cus- 
tomer that a certain merchant sug- 
gested that Chamberlain send a copy 
of the memo to her. By telling each 
group of 1,000 customers that the 
sale will be on a different day of the 
week, he stretches the sale for a week. 


The impact of discount chains on this 
market has so far been minimal. 
GEM, Inc., a chain discounter which 
normally operates closed-door stores 
with all departments leased out, has 
found it necessary to run its own ap- 
pliance department in Minneapolis. 
Two lessees have come and gone, and 
others to whom the appliance depart- 
ment was offered have declined. 

Another chain discount house, 
Shoppers City, has an appliance de- 
partment leased to Charles Sklar. His 
appliance volume is estimated to be 
less than 10% of Dayton’s. 

The local branch of Spartan dis- 
count chain does not carry appliances. 

The only other discount house in 
the market is Atlantic Mills. Dealer 
Chamberlain operates the leased de- 
partment there. He sees this differ- 
ence between selling in a discount 
house and in a traditional store: Sell- 
ing is as important but people are 
more wary when shopping in a dis- 
count house. “You not only have to 
train your salesmen to sell; in a dis- 
count house they have to know when 
to sell.” 


The utilities’ share of the pie is the 
final factor in the Minneapolis mar- 
ket. Combined appliance volume of 
Minneapolis Gas Co. and Northern 
States Power Co. approximates Day- 
ton’s. They shun the price battle, 
however, and keep their prices de- 
liberately high so as to minimize 
their effect on appliance dealers. 
Their advantage is five-year financ- 
ing. 


used appliances and new make it easy 
for salesmen to convince prospect of greater value of new appliance.. 









































































IT’S THE AVAILABILITY OF THE MOST COMPLETE LAUNDRY LINE IN THE INDUSTRY EXTRA #1: Only Westinghouse offers a Laundromat® Automatic Washer with a washing system 


that makes the difference in 1962. Now, no matter what a customer wants—the tumble action that tumbles clothes through suds 57 times a minute for really effective washing. And it provides 
Laundromat ...an agitator automatic washer . . . combination washer-dryer . . . or the compact unmatched economy, using half as much detergent and bleach plus much less water than 
Space Mates—only Westinghouse Dealers can offer it. other automatics. Matching dryer with new Direct Air Flow system dries clothes faster, fluffier. 








EXTRA #2: Only Westinghouse provides a choice of tumble EXTRA #3: Only Westinghouse offers full-size capacity in a EXTRA #4: Only Westinghouse offers a combination washer- 


or agitator washing actions. De luxe agitator model (shown) is limited area with the exclusive Space Mates. Only 25” wide, dryer with an economical Weighing Door and water saver. 
a 2-speed, 3-cycle washer with a choice of push-button wash they can be stacked or installed side-by-side. Together, they It saves up to 10 gallons of water on every wash. Saves up to 
and rinse temperatures. Has matching straight-front dryer. wash and dry 18 pounds of clothes. half the detergent and bleach, too. 


For 1962...Westinghouse extras make the difference 


EXTRAS IN PRODUCTS! EXTRAS IN FRANCHISE! More customer benefits in each Westinghouse major appliance 


than in any competitive product at its price. Plus such franchise extras as a national Dealer Council, active x 





appliance dealers who consult and advise in matters affecting dealers...price and service protection guaranteed 
in writing...a continuous program of dealer support for Westinghouse Dealers. For the full story of Westing- 


house extras, see your Westinghouse Distributor. You can be sure... if it’s Westi n on 0 Tt St 
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How Top Dealers 


View ’6l, ’62 


If their net profits for 1961 equal 
1960’s, most major appliance dealers 
interviewed by EM WEEK will be 
thankful. 

Of course, there were the mer- 
chants who proved the exception to 
the rule, those who boasted that 
profits would be tremendous, and 
others who moaned that 1960, behind 
1959 for profits, begins to look good 
by comparison to this year. 

Some of the men EM WEEK spoke 
to for this roundup were: Sam 
Sperling of Starling Electronics and 
head of Key Appliance Buying Group, 
a New York buying co-op with 13 
members; Jules Steinberg, executive 
vice-president of the National Ap- 
pliance and Radio-TV Dealers Assn., 
Chicago; Bob Justis, Justis Bros., 
Newport, Del.; Harry Price, Price’s, 
Inc., Norfolk, Va.; Mort Farr, Upper 
Darby, Pa., and Jay Spadaro, Appli- 
ance Sales & Service, Staten Island, 
N.Y. 


Fourth quarter sales, according to 
averaged estimates, are running 
about 3% over the same period last 
year. However, this is not enough to 
offset the losses in the first six 
months of 1961. 

The pattern of volume in relation 
to net is difficult to pin down. Some 
dealers said that their total unit 
sales will be up, while net will be 
off, indicating, they emphasized, a 
steady decline in profit structure. 

From other quarters comes this 
word: While profits will be about the 
same as last year, volume will be off 
about 6%. 

The reasons they give for a lower 
ratio of sales to profit for 1961 are: 
(1) They cut costs during the first, 
bad half; (2) they’ve been getting 
slightly better mark-ups. 


The outlook for 1962 is bullish. The 
merchants do believe that the sales 


acceleration seen in the third and 
fourth quarters will continue through 
the first half of next year at least, 
barring bad weather or an economic 
downturn. 

But the economy and weather not 
withstanding, one man said, “It’s go- 
ing to be damned competitive; don’t 
just expect anything to happen.” 


New 1962 major appliances, are 
“more of the same,” the majority 
felt. One Eastern merchant said, 
“It’s been a long, long time since we 
got excited about a new appliance.” 
A few felt that the lines were nicer 
looking. 


Reliability programs pleased the deal- 
ers, almost to a man. They felt that 
they could more easily sell the mer- 
chandise with the heavily promoted 
manufacturer programs backing them 
up. 

Prices, according to several who 
echoed manufacturer statements, will 
be higher next year. “It’s about time, 
one merchant said, “The public has 
been having a party at our expense.” 

However, another dealer said of 
the announced price hikes, “I'll be- 
lieve it when I see it.” He added, 
“Manufacturers have been talking 
increases for years; competition on 
the sales floor still sets the price.” 


List price still exists, according to one 
major retailer, it has just taken an- 
other form. He pointed out that 
while a manufacturer believes he’s 
eliminated list pricing, his branches 
know better. 

In the case of one major brand, 
the dealer claimed, while company 
policy is “no list price,” the organiza- 
tion’s branches in almost every area 
of the country give co-op money to 
key accounts to run price ads. These 
ads are used by discounters who sell 
down from the stated prices. 





The Artists Debate: 
‘Is Stereo Necessary?’ 


A large roomful of recording stars, 
musical figures and record company 
executives and technicians had a bat- 
tle royal last week over the question, 
“Ts Stereo Necessary ?” The National 
Academy of Recording Arts and Sci- 
ences posed the question, hired the 
hall, and set up a panel of distin- 
guished musicians. Here’s what they 
—and the audience—had to say about 
stereo: 


Dave Kapp, president of Kapp Records, 
which records both in stereo and 
mono, said: “Stereo may be a means 
to an end, but the end isn’t clear. 
Stereo makes no advance in record- 
ing, and the sound is often worse. 
We haven’t made a better record, just 
a new one.” 


He was answered by Enoch Light, 
whose company, Command Records, 
is a leader in the stereo field: “Stereo 
is only a few years old, and it pre- 
sents opportunities to gimmicks and 
get-rich-quick schemes. But it also is 
a chance to record fine performances 
as closely as possible to the original. 
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We use mikes suited to individual 
instruments, and the engineers can 
then achieve excellent balance.” 


Gerry Mulligan, jazz artist and com- 
poser, declared that in the hands of 
the recording industry, stereo has 
not been an improvement. And that 
it actually was a hindrance to an in- 
tegrated orchestra when sections had 
to be separated for stereo recording 
techniques. 

He was followed by Woody Her- 
man, who said that many people are 
using stereo to sell to people intrigued 
by stereo and not music. 


Skitch Henderson chimed in, saying 
that: “I don’t think you can enhance 
or detract by recording. Stereo is a 
natural outgrowth of concert hall 
sound. You can hear the depth of the 
orchestra, and stereo has a warmth 
mono often doesn’t.” 

And a final shot at Kapp from a 
record company executive: 

“With all the money the public has 
spent on stereo equipment, should the 
industry take a step backward?” 
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RAVE NOTICE FOR COLOR TV has come from Jack 
Gould, top-rank critic who writes for the “New 
York Times.” The thousands of influential con- 
sumers who read Gould’s story in the entertain- 
ment section of last week’s Sunday “Times” 
found enough encouragement to buy color scts 
to offset what they may have read elsewhere (EM 
WEEK, Nov. 13, p1). 

Writing about a documentary colorcast which 
displayed the paintings of Van Gogh, Gould said, 
“Even for veteran viewers of color television, 
(the program) was like the opening of a new 
door on tomorrow’s possible cultural vistas . . . 
it served to highlight the steady progress of 
color television.” 

About set quality, Gould said, “The modern 
color receivers are a great improvement over 
earlier models...” 

About programming: “... the use of color is 
reflecting more imagination. . . . Artistically, 
there’s no gainsaying that color could become a 
marked asset for many shows.” 

Concluding his article, Gould said, “But given 
a choice between good color and good black and 
white, the color is much to be preferred...” & 


NORGE WILL HAVE NEW RANGE FEATURE for 1962— 
a vertical broiler which cooks steaks much like a 
toaster works on bread. Meat is slipped sideways 
into vertical slot and electric unit broils both 
sides at same time. Norge will not unveil new 
line until after January markets, presumably 
because it wants to show the 1962 merchandise 
at the same time it opens its ultra-modern plant 
in Fort Smith, Ark. * 


RADIO IMPORTS FROM THE ORIENT: Here’s U.S. Cus- 
toms’ nine-month figures on transistor radio im- 
ports from Hong Kong and Okinawa. 


Hong Kong Units Dollars 

Six months, 1961 14,130 $128,916 
July 1,100 7,954 
August 18,438 121,239 
September 4,383 25,304 
Nine months, 1961 38,051 283,413 
Nine months, 1960 4,108 46,379 
Okinawa Units Dollars 

Six months, 1961 112,935 $758,443 
July 10,220 60,213 
August 14,103 84,302 
September 36,424 202,026 
Nine months, 1961 173,682 1,104,984 
Nine months, 1960 500 7,000 


WHEN CHRYSLER’S SHIP WENT DOWN (Atlantic 
Cruiseline’s “Bianca,” destroyed by fire in Octo- 
ber), Thomas W. Kirby, Airtemp’s VP-market- 
ing, told dealers and distributors not to “give up 
the ship” for the Caribbean trip, has arranged 
to jet them to Madrid in February. “ 
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housewares 


Smaller Stores 
Can ‘Gleam’ Too 


Although the fourth “Gleam of Stainless Steel” 
promotion (Feb. 19 through March 17, 1962) is 
primarily set up for the department store, the 
smaller appliance-housewares-TV retailer can also 
get into the act. 

While the sponsor of the event, The Commit- 
tee of Stainless Steel Producers (American Iron 
& Steel Institute) is offering help to more than 
40 department stores and their branches in the 
form of national advertising and display mate- 
rials to promote stainless steel housewares and 
appliances, it will also make available a merchan- 
dising kit to smaller stores which want to tie in. 

More than 10,000 kits of scaled-down display 
material will be offered free through product 
manufacturers and their distributors and jobbers. 

The Committee of Stainless Steel Producers, 
representing the stainless steel industry, this 
year is sponsoring the event for the first time. 
Formerly, the promotion was carried primarily by 
The International Nickel Co.,-which still will con- 


tinue to play some part in the event. The Com- Your housewares department can look like this during the coming “Gleam of Stainless Steel’”’ 


mittee hopes to. enlist about 50 department stores 
in the promotion. Last year 60 stores took part 
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in “Gleam.” be advertised by steel producers on radio, in news- and traffic building feature event ideas are also 
papers and magazines and on both local and na- included in the “Gleam” kit. 
The primary goal of the promotion is to increase tional TV. Stainless steel housewares manufac- According to David W. Pettigrew, staff repre- 
sales of stainless steel consumer products. To turers will cooperate with tie-in advertising and sentative for the Committee: 
draw customer traffic, participating stores will other merchandising programs. “The consumer market is becoming more im- 
set up window and interior displays using the The “Gleam of Stainless Steel’ promotional portant to the stainless steel industry every year. 
1962 “Gleam” theme, “Carefree Living for Your package provides department stores with all the Recently there has been a great increase in the 
Home.” Special promotion events in the house- material needed to carry out the campaign. It in- number and variety of stainless steel housewares 
wares, flatware, electric housewares and gift de- cludes the theme, “Stainless Steel Shop Planning available to the consuming public. Today, practi- 
partments are planned. Guide” design materials, newspaper advertising cally all leading appliance, flatware and cookware 
The 19 steel company members will support the layouts and decorative identification pins for sales manufacturers have quality lines in which they 
campaign with publicity and special displays in clerks. Window and interior display ideas, sales advertise and merchandise the advantages of 
stores. The “Gleam of Stainless Steel” will also _ training aids, publicity ideas, radio spot scripts, stainless.” 
EM WEEK 


REPORTS ON 





| HOUSEWARES 


NEW BUILT-IN COFFEEMAKER was introduced yester- 

day by Cory Corp., Chicago, at a press showing. 

The new unit, model C-51, now on display at 

the National Builders Show in McCormick Place, 
Chicago, makes two to 12 cups of coffee auto- 
matically, using the “upside-down brewing 

method.” It can also be used as a hot beverage 

maker. The tank assembly housing of the ap- 

pliance may be concealed by installing it in a 

kitchen cabinet. The automatic control assembly 

housing, equipped with a cup selector dial, is 

outside the cabinet. To make coffcez, the tank is 

filled with water, a brewing cartridge with cof- 

fee is inserted in the control assembly and the 

selector dial is set. A 12-cup serving decanter 

is placed beneath the unit to receive the 

coffee. . 


HOW MUCH COFFEE IS IN A CUP? Right now, the an- 
swer is six ounces—but it might be five ounces 
soon. According to the Coffee Brewing Institute, 
the current six-ounce cup, which is widely rec- 
ognized as standard by coffeemaker manufac- 
turers, may soon be changed to a five-ounce cup 
by the American Standards Assn. The change 

would mean that today’s eight-cup coffeemaker 

might be tagged as a 10-cup brewer next year, 









though in fact, the amount of liquid it contains 
will be the same. a 


NORMAN H. SCHLEGEL’S NEW POST is chairman of 


the National Electrical Manufacturers Assn.’s 
electric housewares section. Schlegel, vice-presi- 
dent of marketing for Cory Corp., succeeds S. C. 
Rexinger, McGraw-Edison Co. vice president. 
R. O. Lockman, vice president, West Bend Co., 
was elected vice chairman. a 


ATLANTA STOVE WORKS’ PURCHASE of the Superflame 


business of the Queen Products Division of King- 
Seeley Thermos Co. of Albert Lea, Minn., has 
been announced. The entire operation is being 
moved to Atlanta and it’s anticipated that full 
production of Superflame oil and gas heaters, 
incinerators and related products will begin 
within the next few months. « 


THE 24TH INDEPENDENT HOUSEWARES EXHIBIT is 


shaping up to be the biggest of all the shows 
held in the past 10 years. So far, all signs point 
to a 20% increase in size, with over 1,000 booths 
and exhibit rooms to be used for displays. Ac- 
cording to show officials, a great number of this 
year’s exhibitors will offer special items and 
prices for discount buyers. The show will open 
at Chicago’s Morrison Hotel on Jan. 14, at 9 
A.M. It will run through Jan. 17. ” 





promotion. 
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U.S. Electrics 
Grow In Japan 


American electric housewares are becoming 
more popular in Japan. 

The United States accounted for 74% of the 
total electric housewares imports to Japan in 
1958, compared with 47% in 1959 and 1960, ac- 
cording to the U.S. Department of Commerce. 
Japanese imports of selected American house- 
wares (see chart) were valued at $57,000 in 1958 
and $211,000 in 1960—almost four times the 
1958 amount. And the trend is continuing. 

Though the Japanese market for electric house- 
wares has increased every year in the past sev- 
eral, the Department of Commerce feels it will 
become increasingly difficult in coming years for 
U.S. electrics to compete with Japanese products 
of similar type and quality. U.S. products are 
faced with continued and increasing competition 
from Western European countries—especially 
the United Kingdom and West Germany. 

At the same time, Japanese exports of electric 
housewares to the U.S. are decreasing in almost 
every product category (see chart). 

The post-war economic recovery, installment 
buying and the growing popularity of Western- 
style living have led to the extensive use of 
electric appliances in Japanese homes, the de- 
partment reports. According to official and priv- 
ate surveys, one in every three homes has a fan 
and an electric rice cooker. Irons, rice cookers, 
and electric heating appliances are also found in 
one out of every three homes. 

A survey conducted by the Japan Electric Ma- 
chine Industry Assn., reports that almost 45% of 
the purchases of electric housewares are made on 
an installment basis. And installment buying is 
expected to increase because local banks have re- 
cently begun to extend installment privileges to 
customers of certain retail stores. (A typical plan 
for a purchase totaling $13.89 or more calls for 
monthly payments of approximately 5% more 
than the cash retail for 10 months to a year.) 

Japanese government sources report that cur- 
rent regulations which control the manufacture 
and importation of appliances are obsolete because 
they were formulated before the war and were 
not designed to cope with the large volume of 
electric imports. A new law is being drafted that 
will ensure more rigid control over the manufac- 
ture, importation and sale of electric housewares. 

One bright note for American manufacturers is 
that the Japanese don’t foresee any particular 
difficulties for American electrics which have the 
U. L. seal or acceptance from the National Elec- 
trical Manufacturers Assn. 


U. S. EXPORTS OF SELECTED ELECTRIC HOUSEWARES TO JAPAN, 1959-60 AND JANUARY-MAY, 1961 
(Quantity in units; value in dollars) 

















1959 1960 Jan-May, 1961! 
Item Quantity Value Quantity Value Quantity Value 
Appliances, heating and parts, n.e.c.. ; _ 8,811 — 13,078 _— 610 
Appliances and parts, motor drive, 
ORE ES Rage aera, Cee — 12,567 _ 15,340 _ 21,199 
Appliances and utensiles, cooking 
pe a SR 0 Ra Sain me 2 Cera _ 2,149 _ 11,128 _ 1,298 
Fans, free air circulating ......... 305 12,838 404 14,012 250 6,741 
Bo) PEEP Cae or ee Oe _ _ 1,170 11,521 1,230 8,027 
Mixers, juicers, and blenders ...... 767 1,916 72 1,362 10 200 
Serres heels yer - 38,281 _ 66,441 - 38,075. 











n.e.c.—Not elsewhere classified. 'Preliminary data. Source: Bureau of the Census. 


JAPAN: EXPORTS OF SELECTED ELECTRIC HOUSEWARES, 1958-60 


(Quantity in units; value in 1,000 dollars) 











1958 1959 1960 
Item Quantity Value Quantity Value Quantity Value 
Cookers, rice 
WN CUE sbi oO tea ced n.a. n.a. 12,329 83 17,865 133 
ECG” ery ee n.a. n.a. 2,524 15 3,797 36 
U. S. exports as percentage of 
| | NR ay it ea mneee - _ 20 18 21 27 
Electrothermic appliances, 
Cosmetics, n.e.s. 
WOT COUN g cs Cae sch 1,267,990 685 3,431,003 1,493 2,065,218 1,153 
Rec Se tes Se teen chs 1,177,915 536 2,293,295 1,282 1,857,391 826 
U. S. exports as percentage of 
ORME UO 65 ao he chit 93 78 67 86 * 90 72 
Fans, including ventilating 
WRU oc) oN ss non kes swe 225,085 3,836 284,367 4,630 354,491 5,451 
SS | aera a" Sie 2,895 1 673 18 118 1 
U. S. exports as percentage of 
WONG ce ccna Paes 1 0.02 0.24 0.39 0.03 0.02 
Flatirons 
a oe | ERS Ne Semin meee: 247,708 343 475,579 616 455,592 553 
|RSS ree 145,886 114 329,690 261 292,409 208 
U. S. exports as percentage of 
WORE caw s ws oa eeex cs 59 33 69 42 64 37 
Heating appliances, Personal 
WIM 3 5 os oh osc <2 11,438 67 64,083 110 17,880 100 
ee) eS ene 6,304 8 52,166 36 8,989 12 
U. S. exports as percentage of 
WENT sien ca cies wo 55 12 81 33 50 12 
Total 
Ts | Ls” | a a a eee 1,752,221 4,931 4,267,361 6,932 2,911,046 7,390 
Sy MND 5 ais ee 1,333,000 659 2,678,348 1,612 2,162,704 1,083 
U. S. exports as percentage of 
WORE FOUN once oacsra poh aat 76 13 63 23 74 15 














n.a.—Not available. n.e.s.—Not elsewhere specified. Source: Japan Tariff Association. 





12-Hour Electric Vaporizer 


This new compact 12-hour automatic electric 
vaporizer, called the Vapor-All, uses ordinary tap 
water at the rate of 12 ounces an hour. A thermo- 
stat shuts off the unit when water reaches low 
level. Available in yellow plastic with black trim, 
the vaporizer carries a suggested retail price of 
$12.95. 

The West Bend Co., West Bend, Wis. 
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Unit Removes 3 Gal. Of Water A Day 


The 12x15x16%-inch Oasis dehumidifier, model 
D-24, removes up to three gallons of water a day 
from a closed space of 10,000 to 12,000 cubic feet. 
The 20-gauge steel cabinet is finished in flecked 
beige baked enamel. Legs are detachable. Sug- 
gested price, approximately $69.95. 

The Ebco Manufacturing Co., 265 N. Hamilton 
Road, Columbus 13, Ohio. 


Mop Shakes Itself Clean 

The Shake-A-Mop frees itself of dust with a 
push-pull action on the plastic sleeve of its han- 
dle. The two-part, half-wood and half-metal handle 
is copper-toned. The nylon mopheads come in yel- 
low, turquoise or white. Suggested retail price: 
$4.95. 

Quickie Manufacturing Corp., 20th and Oxford 
Streets, Philadelphia, Pa. 
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YOUR personal BUSINESS 


Are you ready for winter? If you're prone to wait until the last min- 
ute to have your car winterized, you've waited long enough. Any longer 
and you may find yourself stranded with a dead battery, frozen radi- 
ator or an icy gas line. Faced with such teeth-chattering inconveni- 
ence, you'll discover that it's still not too cold to get hot under 
the collar while you wait for help. So save yourself an ulcer; take 
these cold-weather tips and put them in action right now. 


e Check your automatic choke. This important unit is equipped with a 
small tube which carries engine heat to the choke's operating coil. 
If the tube is rotted, cold air can reach the coil and moisture in the 
air will corrode it. Corrosion ends choke action. Solution to such 
a problem: Replace coil and heat tube. 





e@ Keep the gas tank as full as possible during the winter season. There 
is far less condensation in a full tank, which means less trouble from 
water freezing in the pump or fuel line. Commercial solvents added to 
every other full tank of gasoline can help you avoid frozen gas lines. 
But even if such an aid is used, always keep in mind the advantages of 
a full tank. 








e Check the battery weekly. At zero degrees, even a brand new battery 
is only 40% effective. Often a weak battery, which is adequate during 
warm weather when the engine is easy to start, will go dead the first 
cold morning. And nothing will deaden it faster than grinding 
the starter. Running the starter for more than 30 seconds at a time 
can damage a battery or draina fully charged one. If the engine doesn't 
turn over on the first try, stop and wait a minute to give the battery a 
chance to recharge itself. 





e Think ahead when parking in snow. Move your car back and forth a foot 
or so before turning off the ignition. The prepared tracks, with the 
snow already tamped down, will make it easier to pull out of the park- 
ing space later. And don't forget to carry a shovel and a bag of sand 
or rock salt in your trunk—just in case. 





e Wind noises whistling around the car while you're traveling can be 
quite irritating, but don't try to “eliminate the annoyance by shut- 
ting the windows tighter. Most likely, the trouble is due to a small 
opening somewhere in the front or front sides of the car. You'll find 
that the annoyance noise of whistling wind can be eliminated by open- 
ing one of the air vents slightly. This results in equalizing inside 
and outside pressures. 
A A A 


What about traction and stopping ability of snow tires compared with 
chains? On glare ice, snow tires provide 28% better traction than 
regular tires. But regular chains improve traction by 231%, and re- 
inforced chains better traction by 409%. On packed snow, snow tires 
improve traction by 51%; reinforced chains do so by 313%. 

As for stopping ability, if you're driving on loosely packed snow 
at 20 mph, average stopping distance with regular tires is about 60 
feet; with snow tires, 52 feet; with regular chains, 46 feet; and 
with reinforced chains, 38 feet. Average stopping distances on ice, 
at the same speed: Regular tires, 195 feet ;snowtires, 174 feet; reg- 
ular chains, 99 feet ; and reinforced chains, 77 feet. 

Whether you should use snow tires or chains depends on the winter 
driving conditions in your area. But simply because your car may be 
equipped with either is no reason to disregard usual winter driving 
cautions. 














@ To be on the safe side, always follow these rules: Never accelerate 
suddenly o on ) Slippery roads, make all movements slowly and smoothly; 
when starting out on ice or snow, use "Drive" or second or third gear 
for added traction. When applying brakes, use a light pumping action. 






























A DEALER SALESMAN SAYS 





Like any other species, a salesman must adapt to 
his environment if he wants to get along. A regu- 
lar appliance store salesman in a discount house 
is like a fish out of water if he tries to get a de- 
cent price. He can even get fired for it. And the 
other way around: If a discount-bred salesman 
goes to work in a regular appliance store, he bet- 
ter not give away merchandise at a few bucks 
over cost to all comers. My friend Sherman will be 
among the very first to verify this, for he has 
learned the hard way. 

Sherman comes to work for us from one of the 
biggest discounters in the area. He is hired be- 
cause he has the reputation of being the hottest 
shot salesman among the dozen or so on the mass 
merchant’s floor. 


The first day on our floor, I am dumbfounded by 
Sherman’s quotes. He starts off by quoting low, 
he closes even lower. I must admit he writes busi- 
ness. He sells a 23-inch console for $20 over cost, 
a refrigerator at $17 over, and two air condi- 
tioners at 10 bucks over apiece—all in the first 
hour. I am still amazed, for at these prices Sher- 
man will make practically no commission and our 
volume can never compare with the mass mer- 
chandiser’s. 

At supper I get to talking to one of Sherman’s 
ex-colleagues at the discount place. He affirms 
that Sherman is known as a dollar-a-deal man, 
which is discount jargon for a deal which is close 
by even their standards. “If Sherman writes 
twelve deals by himself a day,” his friend says, 
“his commissions will total $12.” 


To steer old Sherman straight, I mention to him 
that he is selling way below our standards. “Ya 
gotta sell cheap,” he says, “and make it up in 
volume.” With this, Sherman walks off and sells 
a deluxe range at $16 over cost, then saves the 
customer sales tax by writing in his brother-in 
law’s out-of-town address on the bill of sale. 


The end of the month comes and with it our com- 
mission checks. To Sherman’s dismay he is low 
man on the totem pole. With all his volume, he has 
barely covered coffee and cake money for the 
month. He is chagrined. “From now on,” he tells 
me, “I either get a decent price or the customer 
can walk. Just watch my smoke from now on!” 

He strides over to two couples who are looking 
at an imported stereo, puts on a demo record with 
a 102 piece orchestra, hits them with an im- 
passioned pitch while they are still reeling and 
sells the set for a fat 100 bucks over cost. As he 
makes out the bill, the other couple says, ‘Gee, 
maybe we’ll order ours now instead of waiting 
for Christmas.” So Sherman writes them up too. 
When they leave, Sherman grins. “How long has 
this been going on?” he asks, “Why, from this 
sale alone I make $44—20 bucks in outside PM’s 
plus 24 bucks commission just because I got a 
price.” 

With such a boost, Sherman breezes through 
the day. He knocks off a refrigerator at 50 over, 
2 ranges at 40 over, two more stereos at a C Note 
over each. 

I must admit the Goddess of Luck is with him 
—still, if he does not ask a fair price he has no 
chance of getting one. 

Sherman reaches the end of the day with verve 
and bounce at his new-found prowess. 

I am sorry I cannot tell you how he continued 
on, for Sherman has been too late to change his 
ways. At closing, he receives his pink slip. 


ABOUT THE AUTHOR—F or reasons which will be- 
come obvious as you read this column, the author 
does not wish to be identified. He is, however, 
exactly what he claims to be—a hard-working 
retail salesman who has problems (and solu- 
tions) which he shares here with you. 
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DISTRIBUTOR 
NEWS 


John W. Holzman of Columbus, Ohio, 
has been named president of Ohio 
Appliances, wholesale distributor of 
RCA Victor and Whirlpool appliances 
in the Columbus, Cincinnati and Day- 
ton areas. 

Holzman, vice-president and Co- 
lumbus branch manager since 1960, 
succeeds Edward L. Foster, who 
will continue his association with the 
company as a consultant. Holzman 
has had more than 20 years experi- 
ence in the major appliance field. He 
was vice-president of the RCA Victor 
Distributing Corp., Chicago, and held 
an executive position with Magic 
Chef, St. Louis, prior to joining Ohio 
Appliances. 


Pendergraph-Jackson Associates, At- 
lanta-based sales representatives car- 
rying the Iona line of electric blend- 
ers and mixers, has added R. M. 
Hitner to the sales staff. Hitner will 
operate from Tampa, Fla., and cover 
the entire state. Formerly, he was 
district manager, inside construction 
sales, for Graybar Electric Co. 


Hobb Electrical Supply Corp., Eastern 
electrical wholesalers, has merged 
into Straus-Duparquet, Inc., in a 
cash sale of an undisclosed amount. 
The company will operate as a divi- 
sion of Straus-Duparquet and will 
continue to be managed by Leo 
Siegel, Hobb’s founder and treasurer. 
Straus-Duparquet designs and _ in- 
stalls food service equipment for 
institutions. 


William L. Gill has been named direc- 





tor of technical services for Duckett 


Distributing Corp., Boston, Mass., 
Carrier Air Conditioning Corp. dis- 
tributors. He will serve as chief engi- 
neer, service manager and director of 
training, instructing dealers in engi- 
neering as well as installation and 
service. 


Fred Bimel, Jr., has been named 
president of the Bimel Co. in Cin- 
cinnati, distributors in that area of 
the complete Admiral line. He has 
been assistant sales manager of the 
company for the past five years. 


Fifty industrial electronic distributors 
and their families toured New York 
City and New England for five days 
recently as guests of Raytheon Co.’s 
distributor products division. The 
families were all members of Ray- 
theon’s “100 Club.” 








pre-sold 


BSR 


reaches 57,000,000 readers 
with ads for the hi-fi you sell! 


Built-in BSR... 


world’s favorite record changer . . 


. works hard for your sales 


and profits in its national advertising! Featuring the actual sets of distinguished 
hi-fi makers who use BSR changers, BSR ads tell American customers why this 
world-favorite changer serves them better! Tells them about its astonishing “550,000- 


play” dependability .. . 
“packaged” hi-fi... 


climate. Look for BSR in the hi-fi you sell . . 


its long-lasting fidelity that meets highest standards for all 
its complete rustproofing in every part, for best service in every 
. and cash in on these advantages! 


BSR meets the highest standards of fine “packaged” hi-fi 


s Plays at all speeds... 
low as 242 


grams, protects both records and fidelity . . 


plays all record sizes intermixed « Light, skip-free tracking, as 


. tone arm adjusts to all cartridge 


compliance requirements © Hum-free, rumble-free shielded motor has extra power, pre- 
cision balance, full rubber suspension « Concentrically weighted heavy turntable stops 


flutter and wow « Completely tropicalized, humidity-proof Detailed specifications, 


service charts and parts list on request. 









Better 
Sound 
Reproduction 


S CRAFTED IN GREAT BRITAIN BY BIRMINGHAM SOUND REPROOUCERS, LTO 
8B » Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. |, N. Y 


™ 
Im Canada: Musimart Ltd., 901 Bleury Street, Montreal RY 


Kann eM or ory 
$ Guaranteed we D 
Good Housekeeping 


fy ae 
C7 AS anvenristo WE 








Model 4327 





again it's BSR in Curtis Mathes .. . Stereo High Fidelity 
Radio-Phonograph Console in genuine maple! 















Advertising the sets you sell in 





[ LIFE | LOOK |Post | 


and other leading publications. 
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This is 3-way washing action. 


1. POWER SHOw 


— 53 * Bn i 


2. POWER TOWER 
SPRAYS IT yp 


3. POWER ARM 
SPRAYS IT 
ALL AROUND |. 
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4 wisnv. + It is General Electric’s — exclusively. It has 
built-in sales appeal. Because it gets dishes and 
glassware sparkling clean without hand-rinsing or 
scraping. In fact, the whole big GE dishwasher line, 
new for ’62, is loaded with sales appeal Bongo te wll 
It has more exclusive features, bigger capacities, 

a wider price range. 4 It is ready now for the big Christmas selling season. b 


PORTABLE MOBILE MAID* 



























MODEL SP-402—Top portable, 3- MODEL SP-50W— Exclusive Power MODEL SP-202—Exclusive 2-way MODEL SP-102—Lowest price ever 

way washing action, Flushaway Drain. Shower, Flushaway Drain . . . 3- dishwashing action . . . Exclusive for a General Electric dishwasher. 

New Lift-Top rack for easy loading. cycle pushbutton control. Power Shower and Flushaway Drain. Advertised at about $149.95. 

*washes, dries place settings for 15 *washes, dries place settings for 12 *washes, dries place settings for 12 *washes, dries place settings for 12 

people. people. people. people. 
UNDERCOUNTER 


All three have drop doors. 























*NEMA Standards. General Elec- MODEL SD-402—3-way washing MODEL SD-302—Exclusive 3-way MODEL SD-202—Exclusive 2-way 

tric holds more place settings than action, 3-cycle pushbutton control, washing action. washing action. 

any other dishwasher. Sparkling Rinse Dispenser. *washes, dries place settings for 15 *washes, dries place settings for 14 
*washes, dries place settings for 16 people. people. 


It is backed by the biggest promotion program in 


Progress ls Our Most Important Product 


dishwasher history! GENERAL @&@ ELECTRIC 
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OLD-TIME 
PROFIPS: 











NEW 4-C MIXER 

Exclusive single beater travels clock- 
wise around the bowl, while it rotates 
counterclockwise. Gives most thorough 
mixing possible, all the way to bowl 
edge. Oversize bowl. 14 attachments 
available—and no power adapter need- 
ed. Other counter models, too. Demon- 
strate—it sells. 











hhitchenAid. 













COFFEE 
MILL 





The fresher, finer flavor of real bean- 
coffee, custom-ground electrically 
right before brewing. More cups per 
pound, more delicious, too. And more 
sales volume. Tell your coffee-lover 
customers and make an extra sale. 








POWER 

PORTABLE MIXER 
Exclusive built-in 
power-booster 
automatically shifts 
from low to higher 
speed for heavy bat- 
ters, then back to 
low as blending begins. No slow- 
downs, stalling or ingredient spray- 
ing. Just perfect blending that helps 
insure consistent results. Demon- 

strate it in a bowl of sand. 





THE DEALER’S PROFIT APPLIANCES 


If you’re fed up with profit margins you measure in dimes instead of dollars, here’s 


help for a fairer share. KitchenAid retails for a little more, and with good reasons. 


Sell these advantages and you’ll never have to be tempted to slice the price. Take 
a couple of minutes to explain the exclusive KitchenAid features, and the quality 
that proves they do “‘make ’em like they used to” in the case of KitchenAid. Make 


the case for KitchenAid and make the full profit you deserve. 


KitchenAid Electric Housewares Div., The Hobart Manufacturing Co., Dept. KEM, Troy, Ohio. 
in Canada: 190 Railside Road, Don Mills, Toronto. 








Well, fellers, it looks like competi- 
tion is going to get even rougher in 
the days ahead. If it wasn’t bad 
enough to have the appliance-radio- 
TV business invaded by closed and 
open-door discount house chains, 
by financially well-muscled variety 
chains, by department stores arous- 
ing themselves to fight back at the 
discounters and by the whole trend 
toward erasing product lines in favor 
of “one stop” shopping, we now have 
a new phenomenon to deal with. And 
if the feverish planning now under 
way is any criterion, this phenome- 
non of the post-war retailing revolu- 
tion could easily become its most 
significant. 


We refer, of course, to the entry of 
food supermarkets into the distribution 
of appliances, radio and TV sets as 
premiums for family food purchases, 
somewhat akin to the trading stamp 
premiums with which they have be- 
come so closely identified (EM WEEK, 
Nov. 27, p3). If we have any gift for 
prophecy, these so-called “store tape” 
plans will spread like a prairie fire 
across the face of the nation by the 
time the snows begin to melt and the 
baseball training camps are open for 
business. 

The ruckus had its inception in 
Philco’s “Instant Dividend Plan,” ad- 
ministered wholly through the Phil- 
co Finance Corp., the financing sub- 
sidiary of Phileco Corp. The plan 
was given a dry run with the Hinky 
Dinky Food Supermarkets in Lin- 
coln, Neb., and a subsequent trial 
with the Thorofare food supers in 
Pittsburgh, Pa. In the meantime, 
Norge and Sylvania dealers in the 
Pittsburgh area jumped on the food 
super bandwagon through a tie-in 
with the Loblaw Food Stores. 

Under the Philco plan, a fran- 
chised dealer in the area of the 
supermarket is selected by the dis- 
tributor to install a display of ap- 
pliances, radio and TV sets on the 
floor of the cooperating food super- 
market. He is supposed to sell at, or 
close to, list price plus _ finance 
charges. The customer can only buy 
on the installment plan and her 
credits toward the purchase of the 
appliance cannot exceed $15 a month. 
These credits are accumulated by the 
customer through granting her a 
514% credit on all her food pur- 
chases. 

That’s where the tape comes in. 
All she has to do is hoard her food 
sales tapes until she has accumulated 
a sufficient number to make a down 
payment on the appliance of her 
choice. She gets immediate delivery 
and installation of the appliance by 
the dealer who, in turn, is compen- 
sated by Philco Finance Corp. 

Last week, EM WEEK pointed out 
that the average food bill for a fam- 
ily of four is estimated at $30 a 
week, or $130 a month. If the cus- 
tomer therefore is on a $10 per 
month payment plan, the $130 worth 
of sales tape is good for a $7.15 
credit against the $10 monthly pay- 
ment. In the case of a $300 television 
set, with 30 equal $10 payments per 


The Groceries 
Get Into The Act 


By LAURENCE WRAY, Editor 
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month, and if her food bill averages 
$130 a month for that period, she 
would pay only $85.50 for the set. 
If her food purchases were to run 
somewhat higher, she would get the 
set free. 


The difference between the store tape 
plan and the trading stamp plan is that 
the woman has to hoard sufficient 
trading stamps in advance to redeem 
them for a wanted appliance at a 
later date. 

Now, regardless of the merits of 
such food super sales tape plans, the 
excitement they have generated in 
the trade is entirely due to the fact 
that they have produced astonishing 
sales results. The bargain hungry 
public who has to buy food anyway, 
sees a way of getting something for 
nothing. The supermarkets, on the 
other hand, feel that they have a 
highly competitive weapon to keep 
the customer coming back for more, 
instead of shopping their competi- 
tion. The results have been so dra- 
matic, however, that it is widely 
rumored that other manufacturers 
are going into huddles with a num- 
ber of national or regional food chain 
operators. Even the great A&P 
Stores, which in some areas already 
are offering sales-tape deals on 
watches and other specialty items, 
are supposed to be giving serious 
consideration to an appliance-radio- 
TV hook-up. 


All these recent developments give 
rise to some disturbing questions 
about their impact on the industry as 
a whoie and on the retailer in particu- 
lar. It is certainly no secret that in 
the headlong course of our recent re- 
tailing upheaval many food chains 
have been analyzing the prospects of 
selling appliances and other consumer 
goods in their stores. In fact, many 
of them are already heavily engaged 
in this business. Is it not natural to 
suppose that with our products flood- 
ing more and more food chains, via 
the back door, so to speak, that they 
will take a renewed interest in 
broadening their lines? What, indeed, 
is to prever.t a manufacturer or his 
distributor from franchising food 
chains as legitimate dealers? Or 
what, if this program were to in- 
crease in momentum and therefore in 
volume of goods moved, is to prevent 
the distributor from bypassing the 
dealer and selling to the food super- 
market direct? One of the ironic 
things about the present plans, as 
NARDA chairman, Mort Farr point- 
ed out, was that store sales-tape 
plans resembled food freezer plans in 
reverse. In the food freezer plans the 
customer bought the freezer stocked 
with food and contracted to have the 
freezer restocked at appropriate in- 
tervals. Under the tape-credit plan 
the customer buys the food and a 
percentage of her purchases may be 
applied to the immediate delivery of 
a freezer. 


There are even more disturbing ques- 
tions that pop up: Even where a spe- 
Continued on p26 
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TAPPAN 1962 Range Line Includes 
Gas And Electric Models 


The 1962 line of Tappan ranges in- 
cludes an electric and a gas Space- 
Saver range that looks built-in; a 
new built-in. version of a new low 
cost builder’s line of built-in ovens 
and cook tops and a new 30-in. free- 
standing 30-in. gas series. 

Space-saver gas and electric models 
that look built-in without the ex- 
pense of a built-in range, slides into 
30 in. of space between cabinets. 
Chrome trim seals the unit to coun- 
ter top and between the range and 
cabinets. Control panels are located 
on the main top, which eliminates ex- 
pense of mounting a separate control 
panel. There is only 1 fuel hookup. 
Countertop cut-outs and materials 
are saved. Equipped with front and 
rear leveling screws for flush instal- 
lation, the Space Savers have wrap- 
around construction; 1-piece oven 


with no crevices or cracks. Gas mod- 
el GU-B4 has 4 “portless” Sizzle ’N 
Simmer burners; easy to clean burn- 
er box with grates and combustion 
trays that lift out, and a lift-up 
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Tappan Space Saver 








Tappan Builder’s Series built-ins 


DECEMBER 4, 1961 


main top. Electric model EGU-B4 
has infinite controlled top unit 
switches, the exact amount of heat 
is obtained by a simple turn of the 
dial; and lift-up top for easy clean- 
ing. 

The new built-in version of the gas 
“400” range is available as an easily 
installed built-in unit; slides into a 
40 in. opening, saving installation 
costs by combining oven, broiler and 
surface burners in 1 compact pack- 
age. 

A vent hood situated over the eye- 
level controls and oven and broiler 
compartments is vented to the out- 
side. The vent fan automatically 
starts when the front panel is 
opened. The banquet sized oven at 
reach-in height is chrome lined. A 
large glass door enables food to be 
viewed without opening door; a new 
low temperature control keeps foods 
warm for long periods; removable 
porcelain oven bottom and burners 
are guaranteed for life of range. 
The smoke free broiler is also 













Sn ee eS 


Tappan built-in gas ‘‘400” 


chrome lined, has a large glass door 
which can remain closed during 
broiling; a 2-piece easily cleaned 
broiler pan and chrome grid is pro- 
vided. Other features includes a hide- 
away top that slides over burners 
leaving a handy maple cutting board 
work surface; 4 easy-to-clean burn- 
ers mounted side-by-side, 1 with an 
automatic Set ’N Forget control. 
The all porcelain covered top grates 
are removable, as are the chrome 
spillover trays. A light beneath oven 
illuminates the burner area. Other 
features are a built-in rotisserie, 
removable for cleaning; a conveni- 
ent appliance outlet. 

Builder’s Series, low cost line of 
built-in ovens and cook tops has been 
added to Tappan’s 1962 built-in 
lines. The series includes 2 gas and 
3 electric ovens; 2 surface tops and 
2 electric “400” models. 
Cosmopolitan and Designer Series of 
built-in oven line has newly styled 
“Golden Glow” panels; easier to grip 
handle; illuminated control panels; 
chrome lined ovens; lift-off Visualite 
oven doors; rotisserie; automatic 
roast control; broiler and spatter 
shield. Surface tops are available in 
26, 33, 42 in. and 6 colors to match 
the ovens; all surface tops are of the 









‘new products 


drop-in type with top mounted con- 
trols. 

The Builder’s Series has same high 
quality as other Tappan models with 
control panels less deluxe and extra 
convenience features left off. Stand- 
ard features such as Sizzle ’N Sim- 
mer burners; lifetime guaranteed 
oven burners and bottoms. 

Holiday Series 30-in. freestanding 
gas range features a new Style-lite 
back panel with illuminated control 
center with accent of gold and 
chrome trim. The line includes many 
models with a choice of convenience 
features such as an automatic clock 
and timer on backguard; a Visichart 
roasting guide; appliance outlet or 
automatic roast control dial; Uni- 
Wrap chassis; 1-piece oven; 4 Sizzle 
’N Simmer burners without port- 
holes. Deluxe models have thermo- 
statically controlled top burner, Set 
’N Forget; removable oven lining 
which will lift out—bottom, back 
and sides for easy cleaning; in 
chrome or wedgewood blue _ porce- 
lain; automatic matchless lighting. 
For defrosting frozen foods and 
keeping cooked foods at serving 
temperature a low temperature oven 
thermostat is included. The Tappan 
Co., Mansfield, Ohio. 
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EM Week’s sparkling array of January issues 
will set a sizzling pace for 62. The largest 
editorial staff in the business has been travel- 
ing, digging, probing and planning to supply 
30,000 retailers and 6,000 distributors with 

just the kind of news and know-how information 


they need and look forward to every Monday. 
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SIS 


EM Week’s famous annual Statistical and Marketing issue will be 
more used and perused than ever before. Thousands of reprints are 
bought every year and, for the first time, advertisements will be 
positioned in this high reader traffic Statistical section. 


Start a bright New Year in the only publication edited for, bought 
and read by the Appliance-Radio-TV-Housewares industries — ex- 
clusively. 


Closing Date: December 13 


EM WEEK covers the Winter Market and presents two very good 
reasons for showing your line in this issue. 
1. Dealers who attend will want to review and recall what they 
saw. Help them buy, by displaying your products in this issue. 
2. Dealers who don’t make the Market will take the next best 
step. They’ll go through the pages of EM WEEK. 


Closing Dates: | Space Reservations— December 20 
Material Due— December 22 


Another top Housewares Show. EM WEEK will be there with another 
exclusive “Guide To The Show” —and all the ‘show-goers’ will have 
one. Copies will be distributed through hotels and at McCormick 
Place. Display your line in this one for sure. It will be dog-eared 
and thumb-marked by constant use. 

Closing Dates: | Space Reservations— December 29 


Material Due—January 4 


A complete wrap-up of the Housewares Show. Dealers and distribu- 


tors alike will pay special attention to this one. 


Not exactly top secret, but another fine example of reporting at its 
best with the latest important news, features and product informa- 


tion. 
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CASWELL SPEARE pusBLisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., Rl. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bidg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bildg., Houston 25, Tex., JA. 


6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 


2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 


cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 


CA. 3-5118. 
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Permanently splices broken 
wires and coils in electric 
appliances, automotive and 
J industrial equipment. Make 
repairs and splices quickly, 
cheaply. 5 sizes. 





Just insert wire 
ends and crimp 
tight with ordi- 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


WRITE FOR CATALOG 
& FREE SAMPLE 


3125 Gloria Terrace Lafoyette, Californic 




























































ERTIFIED QUAL p> 


DomiINION 





NOT DISCOUNTED 


SZ 





housewares department reports that 
it has been able 
profitable business by concentrat- 
ing on one line, Dominion. 


around for a main line which of- 
fered quality, but on which little 
discounting was done in this area. 


South Bend 
Store Hits 
With 1 Line 


SOUTH BEND. — One electric 


to develop a 


A store spokesman said it shopped 


This way, he explained, the store 
is removed from much of the price 
competition on better known 
brands, and therefore is able to get 
a better markup. 

“OUR STORE has always con- 
sidered quality of first importance 
and this should not be ignored when 
looking for a less well-known line 
to carry to compete with major 
lines which are discounted,” the 
buyer said. 

“The customer,” he added, “‘still 
expects quality from us. Poor qual- 
ity would not be profitable anyway, 
and r the 
s the category has alre — 
The buyer noted that Dominion 
offers a one-year replacement 
guarantee, but that the store has 
ad no returns. 
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is 
able to fill in some gaps in the 


Dominion line by adding some 
CHL. CGM VME and Z Pe 
products. 


He also said he is able to pick up 
more cooperative advertising money 
by concentrating on the one line. 

The store said it has found that 
special price ads usually get only a 
fair response. Better results, the 
buyer said, are obtained by con- 
sistent advertising of merchandise 
at regular prices. 

The buyer said most of the store's 
advertising is done in the “tradi- 
tionally good sales periods or good 
gift times, such as Mother's Day, 
bridal or Christmas.” 

In other periods, departmental 
display is relied upon for building 
sales. Displays also are stepped up 
in what the buyers terms “good 
periods.” 





new products 


CONTINUED 


THERMADOR Dishwasher 
Has Stainless Steel Tank 


Thermader Masterpiece deluxe built- 
in undercounter dishwasher features 
a completely stainless steel interior 
liner and inside door liner of wash- 
ing compartment to eliminate chip- 
ping, cracking, staining, cutting, 
rusting and odor problems. The out- 
side of the stainless steel tank is 
coated with a specially developed in- 
sulating and sound-deadening mate- 
rial for quiet operation. 

A 4-level “Tower of Shower” wash- 
ing arm, also stainless steel, sprays 
water separately on the top and bot- 
tom of both racks so that all pieces 
get direct water action during the 
wash and rinse cycles. A_ positive 
action food residue tray keeps food 
particles from being recirculated 
during the wash and rinse cycles, and 
separates large particles of food from 
the water and pumps this residue to 
the plumbing drain. There is a sepa- 
rate circulating pump and a separate 
drain pump for draining and dis- 
charging food waste. 

The new unit is rated at 14 NEMA 
place settings without intricate, 
cramped loadings, or overcrowding 
racks, although it has a large cubic 
volume. 

Flexible controls provide a wash- 
rinse, wash-rinse, super-wet rinse, 
dry program for normal 50 min. wash 
cycle, or the user can select a quick 
wash cycle of 9 min., or plate warm- 
ing cycle of from 1 to 23 min. 

A 2 compartment detergent in- 
jector and an automatic wetting 
agent dispenser for the final super- 
wet rinse are included. Drying is ac- 
complished with a 700w element at 








tank bottom; and a stainless steel 
cool panel condenser removes mois- 
ture from the internal atmosphere 
and deposits it in the drain sump. No 


outside air is introduced into the 
dishwasher during the drying cycle. 

An overflow protection switch 
actuates the drain pump to auto- 
matically pump out any excess water 
which might enter the dishwasher at 
any time. 

Units will be shipped without ex- 
terior door panels. Separate door 
panels in stainless steel, canyon cop- 
per, yellow, turquoise, pink or white 
to match other Thermador built-in 
equipment will be available. Each 
unit will have stainless steel trim 
strips. Also available is a special kit 
for easily installing custom wood 
panels. Thermador Div., Norris- 
Thermador Corp., 5119 District Blvd., 
Los Angeles 22, Calif. 





GENERAL ELECTRIC Built-In Laundry Center 


Latest addition to G-E’s line of 
built-in appliances is a modern laun- 
dry center which provides a washer, 
a dryer, a basin, a 27 in. work sur- 
face in 54 in. floor space. 

Utility top washer No. WB2050W is a 
12 lb. washer plus a handy stainless 
steel basin with hot and cold water 
faucets. The basin is ideal for pre- 
treating clothes or to wash articles 
usually “hand-washed”’. It can also 
serve as a “clean-up” center for 
youngsters, etc. Washer and basin 
can be used at the same time, since 
each has its own drain. The entire 
basin raises for loading clothes, and 
is held by a hinge in a set position. 
The washer beneath has all the de- 
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luxe features of the G-E Filter-Flo 
washer line, including 2 wash speeds; 
2 spin speeds; multiple wash and 
rinse water temperature selection; a 
water saver selector switch for small 
loads (1-6 lbs.), average, (6-10 lbs.), 
and large (10-12 lbs.). 

Matching undercounter dryer No. DU 
2020W, is also a deluxe model with a 
new dial control feature that takes 
guesswork out of drying: dial the 
desired dry setting, close the door, 
press the safety start button and 
clothes come out just the right de- 
gree of dryness. Can be installed in a 
utility room, playroom, breezeway or 
kitchen. General Electric Co., Louis- 
ville, Ky. 
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ANNOUNCING... 





Remember, too, these standouts are competitively priced to sell right down with the pack. So it’s easy 
to see the extra profit possibilities in these most stylish of stereos. Check with your Sylvania distributor 
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TEREO 
STANDOUTS 


smartness like that is bound to catch the eye just as the rich stereo tone charms the most critical ear. 
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Standout Model 45P24 4-speed 
automatic has three 6” speak- 
ers. 12-watt power output. 
Automatic record changer— 
11” turntable. Detachable re- 
mote speaker enclosures have 
electro-contact hinges—need 
not be plugged in when at- 
tached to cabinet. 18” audio 
extension cable. Morocco 
Brown luggage-style case. 















.. . Newest Way to Make Money in STYLE. Put these 
new, high-style beauties on your shelves and stand back! 
Stereo shoppers just can’t miss them among all those 
look-alikes, sell-alikes. 


The never-before styling approach 
uniquely integrates remote speaker 
enclosures in handsome, luggage- 
type cases. Fresh, “decorator” 


today to make sure you'll share in the stocks available for Christmas! 





Standout Model 45P22 4-speed auto- 
matic has extension sound enclosure 
that plays through cabinet grille when 
not used as a remote. Dual 5” speakers. 
9’ specker extension cable. 





Standout Model 45P23 4-speed automatic has 
custom component styling. Includes two 6” and 
two 4” speakers in remote enclosures that form 
top of unit for carrying. Plays all sizes and 
speeds—-monaural or stereo. jf 


Quality you can bank on in TV, Stereo, High Fidelity and Radio 


SUBSIDIARY OF 
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GENERAL TELEPHONE 


Standout Model 45P21 4-speed automatic 
weighs just 15 Ibs. Dual 4” speakers in 
remote sound enclosures that fold to form 
top of unit. Plays monaural and stereo 
records. 


Sylvania Home Electronics Corp., Batavia, N.Y. 
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WESTINGHOUSE Air Jet Vane 
Air Conditioners 


An air jet vane line of 9 models of 
room air conditioners has been added 
by Westinghouse. It will be called 
the air jet vane because of the new 
air delivery system based on more 
powerful blowers, and the air jet 
vane front grille. This has flexibility 
permitting wide dispersion or con- 
centration of cooled air for maxi- 
mum effect. Every unit in the line 
has a 2-speed fan. 

Easy installation and mobility feature 
the Mobilaire models in the line. The 
accordion-like mobile frame comes 
completely assembled, and can be 
fitted into windows ranging from 28 
to 48 in. in width. The mobile cart 


accessory permits easy and quick 
movement of conditioner from room 
to room. 

The line includes 2 custom heavy duty 
units that are fully automatic. These 
units automatically adjust their op- 
eration to meet sudden or gradual 
temperature changes. For instance, 
if a room is at a comfortable tem- 
perature for 2 people, and several 
others enter the room, the comfort 
control automatically adjusts to a 
higher speed to compensate for the 
added heat. 

Atlhough these are still 1961 
units, 4 of the 9 will carry the 
NEMA eertification. 

The other 5 will carry Btu rat- 
ings according to NEMA stand- 
ards but will not have the certifica- 
tion, since they were produced prior 
to the Sept. 1 certification date. 
Mobilaire line will include MRB- 


117H, a 115v, 7.5 amp unit NEMA 
certified at 6,100 Btus; MRB119H, 
115v, 8.5 amp unit with 8,400 Btus 
and MRB122H, 23v, 6.1 amp unit 
delivers 9,500 Btus. 

Features on all models in the MRB 
series include easy installation, full 
width condenser air grille, 2-speed 
fan; flexible vent control; powerful 
penetration; low noise level and 
pushbutton controls. Heavy duty line 
also includes the air jet grille, push- 
button controls; 2-speed fan and 
thermostat control. The oversized 
blower wheel gives improved air de- 
livery. A new condensate disposal 
system evaporates moisture without 
ever putting it in contact with the 
metal base plate, eliminating any 
chance of rust or corrosion. It also 
has a germicidal foam filter. Each 
heavy duty model is packed with a 
permamount kit. 
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SPECIAL 
DRAMATIC NEW STYLING! 


CONTROL TOWER CONVENIENCE! 


Here’s the newest from Gibson — exclusive 
new Control Tower range! All controls up 
and away from surface units — another 
“makes sense”’ feature from Gibson. 

Infinite heat control; automatic timer and 
minute minder; super 24” oven with re- 
movable door. All porcelain interior; full 
width service drawer. Brand new from Gib- 
son... the built-in look at a budget price. 





Hawaii calls... return wi 
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Westinghouse Customatic heavy duty 
model 


All 230v units in the Super Heavy Duty 
line include MSB122D, 9,500 Btus; 
MSB132D, 11,300 Btus; MSB162D, 
13,500 Btus and MSB222K, 15,500 
Btus. All but MSB222 are NEMA 
certified. 

In addition to the Customatic 
Comfort Control, the custom heavy 
duty units also give up to 30% more 
dehumidification. Both models in this 
series are 230v units; MCB222K 
rated at 15,500 and MCB232K at 
16,500 Btus. Westinghouse Electric 
Corp., Columbus, O. 





DUMONT Adds A 
TV Lowboy 


The Champlain, a 23-in. French Pro- 
vincial low-boy, is part of the Du- 
Mont 1962 Custom Collector Series. 
It features slide-away tambour doors ; 
has the DuMont RA-800 handwired, 
transformer powered chassis with 
ABC control; Perma-Tune, 4 high 
efficiency speakers and hi-fi sound 
system. 

Price, $420; with transistorized wire- 
less remote control, $520. DuMont 
Div., Emerson Radio Inc., Jersey City 
2. Die 








OLYMPIC Speaker Enclosure 
No. SE829 space saver speaker 
enclosure designed for table top or 
bookcase use is announced by Olym- 
pic. 

It stands 10 in. high, 12 in. wide 
and 4 in. deep; features a 2-speaker 
system with crossover network and 
can be wall mounted; mahogany, 
limed oak, walnut or ebony color 
finish. Olympic Radio and TV Div., 
The Siegler Corp., 34-01 38th St., 
Long Island City, N.Y. 


ELECTRICAL MERCHANDISING WEEK 



















PHILCO Adds Thinwall 
Chest Freezers 


Two new “thinsulated” wall chest 
freezers are announced by Philco, No. 
10FH25 with 8.6 cu. ft. capacity; 
and No. 22FH25, 21.4 cu. ft. 

The new Philco wall with “Thin- 
sulation” saves more cold and makes 
possible 3 additional cu. ft. storage 
space in each model. 

Both models feature new flush-fit 
cabinet line styling with flat, rec- 
tangular exterior walls, no curves or 
rounded corners. They are designed 
for recessing. Safe, counterbalanced 
lids have hinges equipped with pow- 
erful springs which assist in raising 
the lid and hold it open, leaving hands 
free to handle food; 2 storage com- 
partments; Wedgwood blue and 
white interior; power cord safety 
bracket; Philco super power system 
No. 22FH25 in addition features 3 
sliding storage baskets that slide 
freely to right or left giving access 
to food stored below; safety light 
guard glows on front when current 
is on; automatic interior light; built- 
in cylinder lock. 

Other features included in both 
models include welded steel cabinet ; 
vinyl gasket lid seal; easy grip 
chrome lid handle; deluxe white ex- 


terior and leveling feet. Philco Corp., 
“C” and Tioga Sts., 
Penna. 


Philadelphia 34, 








AMANA 1962 
Air Conditioner Line 


Increased cooling efficiencies, a fur- 
ther reduction in noise levels, im- 
proved air flow, and simplified con- 
trols are among the engineering 
advances in Amana’s 1962 room air 
conditioner line. 

The entire line is certified under 
the new NEMA cooling capacity test- 
ing program. Four series offer cool- 
ing capacities from 6,500 Btu _ to 
24,000 Btu, including heat-pump 
models, top-discharge units, a case- 
ment window air conditioner and au- 
tomatic “instant mounts” for even 
the widest windows. 





On “instant mount’”’ models, integral 
sliding metal panels pull out from 


each side after unit is placed in 
window, providing a strong, perma- 
nent insulated mounting. 
Casement window unit, No. 507-25, 
is specially designed to fit vertical 
lines of casements, while providing 
room-cooling capabilities of standard 
units. It comes complete with an au- 
tomatic installation kit for weather- 
proof mounting. 

The units are zinc-coated, rust-free 
steel throughout. Every model has a 
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new styrofoam moisture drainage 
system which eliminates undesi- able 
condensation, and new fibre glass in- 
sulation for better sound absorption. 
In addition, the 1962 line features 
washable, germicidal urethane foam 
filters, and new rubber-isolated fan 
motors. 

“Year ‘'Round’’ Amana heat pump 
models all have automatic controls for 
year-round operation. Built-in ther- 
mostats automatically actuate sup- 
plemental electric heating elements 
when outdoor temperatures drop. 
14 models in the ‘100 Series’’ are 
only 13% in. high. They feature a 
new snap-on front which eliminates 
any need for tools to change or wash 
the filter, or to perform ordinary 
maintenance. Flush mounting gives 
decorator appeal. New die-cast con- 
trol knobs on the ‘100 Series’’ are 
clearly marked for fast reference. 
They control up to 5 different cool- 
ing positions, and on heat pump 
models, 5 heating choices. 

Other improvements include a 
newly designed condenser circuit 
which provides greater efficiency and 
a reduced operating load on the 
compressor. On several models, evap- 
orator and condenser air flow have 
been increased approximately 10% 
through use of a larger blower 
wheel. 

‘200 Series’”’ comprises 11 models, 
redesigned to provide a top discharge 
air flow pattern. This, together with 
new side and back louvres, gives as 
much as 25% increase in air circula- 
tion. They also feature removable 
chassis which slides in or out of its 
exterior case to facilitate initial 
mounting. There is a choice of 3 fan 
speeds. A 7-position switch controls 
6 different heating-cooling and fresh- 
air options. Condenser capacities for 
1962 have been made 19% larger. 
Cooling capacities range from 10,700 
Btu to 18,000 Btu with supplemental 
heating as high as 2,000w in the 
12,000-Btu model (212-354), 1,700w 
in the 15,600-Btu unit (216-354), and 
1,500w in the 17,200-Btu unit (No. 
218-354. ) 

Four models in the ‘300 Series” have 
slideable chassis for easy installation 
and servicing, top discharge air de- 
livery, and 3-speed fan as in the 200 
Series units. 

Automatic mounting kits for all 
models fit windows to 48 in. across, 
with a special kit available for win- 
dows up to 60 in. wide. 

100 Series also offers accessory 
mounting kits for ‘“thru-the-wall’’ 
and “within-the-window” installation. 
Units and mounting kits come in 
light tan finish. Amana Refrigera- 
tion, Inc., Amana, Iowa 








NOMA Xmas Lites 


Shaped like a miniature rocket, this 
new Christmas bubble lite design 
seems poised for count down and 
launching when clipped to branches 
of tree. Specially designed spring- 
clip holds lamp vertical at all times. 
Base of each of these lite missiles 
glows brightly through colored plas- 
tic fins and bubbling is “first stage 
of rocket.” Available in strings of 7. 
Noma Lites, 
York 11. 
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NOW-YOU 
CAN TAPE IT 
WITH YOU! 


with the fabulous new 
PENTRON——_ 
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55 W. 13th St., New 





TAPE RECORDER 


© 2-Speed ¢ Battery Operated 

@ All Transistor ¢ Truly Portable 
Transitape needs no electric 
plug-in (works on ordinary 
mercury penlight cells). It’s 
easy to operate—just turn the 
dial to record (over an hour 
on a single reel of tape) or 
play back through the power- 
ful built-in speaker at a flick 
of a switch. For business or 
pleasure, you’ll find 1001 prac- (less bat.) mance 


tical and enjoyable uses for with “mike”, tape, Cage 
Transitape. 


PENTRON® 
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MORE DEALERS BUY AND READ 
ELECTRICAL MERCHANDISING WEEK 
THAN ANY OTHER 

APPLIANCE PUBLICATION 
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idea digest 





The Idea: Confederate money discounts in lieu of 
trade-in allowances by John Blew, manager of 
Robert E. Lee appliance and TV store, Hayward, 
Calif. 


How To Do It: Attach Confederate bills to all TV 
models and appliances in the store, varying the 
amounts according to the merchandise. More than 
$100 was discounted on major items. Confederate 
bills cost only a few dollars from a novelty house. 
Excuse for the occasion linked the store’s name 





The Idea: Demonstrate dryer speed with frozen 
handkerchiefs by a Sears Roebuck & Co. outlet 
in Baton Rouge, La. 


How To Do It: The sign, “Free Frozen Hankys 
Ask For A Demonstration,” 
attention during the store’s colorful May appli- 
ance carnival. Handkerchiefs were kept in a 
freezer, and, one to a customer, placed in an elec- 
tric clothes dryer to show how fast the dryer 
works. Salesman gave the hankys as gifts to 
those who watched the demonstration. Costs were 
low and customer interest in the demonstration 
was high. 


The Results: “The free handkerchiefs are a small 
price to pay for the amount of customer interest 
aroused,” said Charles Arrington (left), major 
appliance division manager. 
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caught customer 





with the promotion—the birthday-anniversary of 
General Robert E. Lee. “Free Money” signs drew 
customers into the store while free coffee and 
cake kept them browsing. 


The Results: Store manager John Blew said the 
promotion enticed customers who had no trade- 
ins or who wanted to keep their old appliances. 
Twenty-five units were sold over the three-day 
weekend, a 25% increase over normal sales vol- 
ume. 





FREE! FREE! FREE! 
DIAMONDS 














The Idea: Increase store traffic with diamonds 
encased in ice cubes, by Millen Furniture Co. of 
Millen, Georgia. 


How To Do It: Eight diamonds (average weight 
5/100 of a carat) and a gross of rhinestones were 
frozen in the center of ice cubes, one stone per 
cube. Empty ice cubes filled 90% of a 10 foot 
freezer and the special cubes filled the rest. 
Would-be winners waited for their cubes to melt 
while salesmen showed them the store’s appli- 
ances. A nearby jeweler appraised the stones 
free of charge. In addition, anyone picking a 
“loaded” cube was given a $10 certificate toward 
any appliance purchase. 


The Results: “This promotion increased our store 
traffic by 75% for the entire two weeks it ran,” 


said owner R. H. Barefield. 





With a little initiative you can make these ideas work for you. 
Each one was profitable to the dealer who first used it. 


4 Premiums 
That Pull In Traffic 


mI Oe « 


The Idea: Goodwill Indian roundup for kids with 
45 rpm records as wampum by Joe Prein’s, TV 
and phonograph store, Menlo Park, Calif. 


How To Do It: Two thousand wooden nickels were 
scattered over the city’s residential area. Kids 
began to hunt for them at dawn, lining up at the 
store to redeem each nickel for three records. 
Owner Joe Prein, dressed as a big chief, and 
three helpers distributed the loot, including 
coupons worth one cupcake at a local bakery. 
A nearby supermarket gave free ice cream and 
soft drinks. Newspaper ads and 3000 flyers pro- 
moted the event. 


The Results: “The whole town goes nuts,” said Joe 
Prein. Even though the event cost him about 
$350 he thinks it’s worth it in good will. “This 
is a friendly town and, on our part, this stunt is 
just a friendly gesture.” 


















EM WEEK WILL PAY YOU $15 for each original 
promotion or merchandising idea which is ac- 
cepted for publication on this page. Your de- 
scription of the idea must include details of cost 
and results. A picture or pictures must accom- 
pany the description. Pictures should be sharp 
and clear and get the idea across “at a glance.” 
Unaccepted items will be returned. Accepted 
items are subject to final editing. 
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PEOPLE 


R. Abernethy 
of Am. Motors 





American Motors Corp. 
nethy, 


IN THEINEWS 





J. S. Smith 
of G-E 


Roy 
executive vice president 





the company, has also been named 
general manager. As vice-president, 
he was primarily responsible for 
Rambler and Kelvinator sales and 
distribution. He is also a member of 
the company’s board of directors 
and policy committee. Abernethy’s 
career began with the Packard Mo- 
tor Car Co. where he advanced from 
sales to vice-president and Eastern 
regional manager and later to gen- 
eral manager. He was assistant gen- 
eral sales manager of the national 
company until 1953, when he joined 
Willys Motors as vice-president and 
general manager. He joined 
American Motors in 1954. 


sales 


General Electric—J. Stanford Smith 
has been placed in charge of the 
newly formed department, market- 
ing and public relations services. He 
has also been elected a vice-presi- 
dent. Previously, Smith was general 
manager of the outdoor lighting de- 
partment in Hendersonville, N.C., 
and before that, he was manager of 
public and employee relations com- 
munications. 


Leece-Neville Co.—J. S. Allt, who 
joined the company in 1937, has 
been named executive vice-president 
and treasurer. He had served in sev- 
eral posts in accounting, financial, 
purchasing and general administra- 


tion. For the past eight years, he 
has been vice-president and treas- 
urer. 

Albert Goodrich was named as- 


sistant secretary and treasurer. He 
joined the company as comptroller 
in 1959. 


Sylvania Electric Products—Wilfred 
E. Blanchard has been appointed co- 
ordinator-distributor sales for the 
electronic tube division. Blanchard 
joined Sylvania in 1956 as a produc- 
tion engineer for the semiconductor 
division. He became senior engineer 
in 1959 and since that time has been 
with the distributor sales depart- 
ment. 


Shopping Center Showcase, Inc.— Ar- 
thur H. Young has been chosen vice- 
president and merchandising direc- 
tor of this newly formed marketing 
promotion company. Formerly, he 
was creative supervisor of Ralf 
Shockey & Associates. Before that, 
he was advertising and sales promo- 
tion manager of the Lewyt Corp. 
and a merchandising executive at 
Young & Rubicam. 


Packard Bell Electronics—Larry R. 
Swiney and Carl Jennings have been 
named Southern and Northern dis- 
trict sales managers for home prod- 
ucts. Swiney’s” district includes 
California, Arizona, New 
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Southern 


Mexico, Texas and Hawaii, with 
headquarters in Los Angeles. Jen- 
nings’ district covers nine states in 
the Northwest and the West. 


Eureka Williams Co.—Hugh W. 
Sharp has been appointed a regional 
manager with headquarters in To- 
ledo, Ohio. Sharp will supervise dis- 
tributor and factory branch sales in 
parts of Ohio and New York, Pitts- 
burgh, Pa., and Huntington, W. Va. 
Sharp had been general manager of 
Bard, Inc., and before that, vice 
president and general manager of 
H. G. Bogart, both major appliance 
distributors. 


Philco Corp.—Robert G. Urban has 
resigned as vice president of mar- 
keting for the consumer products 
division to become president of the 
American Safety Razor Co. 








Two Majestic Co. vice-presidents, Don 
Winegardner (left) and Robert P. 
Dollar (right), share congratula- 
tions. Winegardner, new head of en- 
gineering and product development, 





has been elected president of the 
National Warm Air Heating & Air 
Conditioning Assn. Dollar’ takes 
over all Majestic sales, including air 
conditioners, heaters and fireplaces. 








new! switch all-in-one to 





ALL 
ONCE 


all through the house! 








WHAT A DEMO 


Stop traffic, start sales, win a full 
house of profits, with Olympic’s 
“All - At- Once” StereoCenters! 
Easy as 1-2-3, you now switch on 
three features at once . . . from 
these built-in controls to your own 
remote speaker set-ups. You 
switch phono and radio from 
speaker to speaker! You switch 
sales and profits from ordinary 
combinations to these wonderful 
“All-At-Once” Olympics . . . add- 
ing room after room of the most 
completely desirable home enter- 
tainment ever offered .. . a new 
practical, economical, profitable, 
exclusive Houseful of Fun! 
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HI-FI RADIO. 


\ plays in any other room and... 


Hi-Fi PHONO 


plays in one room... 









\/ 

















23” HI-FI TV" 


plays in the new 
62 StereoCenter 


NEVER 
BEFORE...  —+-§-(fp 


all three playing 

at the same time... 

in three different rooms 
from one StereoCenter! 
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Model 3K535 





All-In-One, “‘All-At-Once”’ Olympic StereoCenter features 
23” TV*, Stereo Phono, Monaural Phono, AM Radio, FM Radio, 
FM Stereo Radio, AM/FM Simulcast Radio 
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WORLD'S LEADER IN COMBINATIONS & 
pl C. 


ION OF THE SIEGLER CORPORATION 





OLYMPIC FM 
“STEREOPLEX” 

New full-sound FM Stereo 
now built into all Olympic 
AM/FM StereoCenters and 
Hi-Fi Consoles. 














DELUXE OLYMPIC 
BSR CHANGER 


Precision crafted 
automatic 4-speed 
stereo changer with 
jamproof reliability 


PERFORMANCE 
HAND-WIRED PROVEN! 


CHASSIS 


Trouble-free! Power 
transformer, three IF 
stages, Keyed AGC 


dabl 





Dep quality 
and fidelity add en- 
during values for 
dealers, customers. 
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Volare’s maiden flight was watched by Gerald O. 
Kaye, who planned the triple-threat enterprise. 
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Sitting on a Westinghouse “‘hunt board’’ with a Volare 
label are Westinghouse branch manager Sam Brechner, 


right, and Danny Schmeir, Friendly Frost sales vp. 


24 


Aa ime 2 © 
eee OS “a 


Everything’s for sale—including the chandeliers. Customers can watch FM stereo broadcasting through rear window. 


Attack On Carriage Trade: 
Here’s What It Looks Like 


Friendly Frost’s triple-barreled venture on 
Long Island (EM WEEK, Aug. 14, p2; Nov. 27, p3) 
combining a 24-hour FM stereo station, recording 
studio and luxury package sound equipment salon, 
fired its first round recently. 

Station WTFM “is already in the black,” said 
Gerald O. Kaye, Friendly Frost board chairman. 
WTFM has ad contracts with most major set 
makers to advertise FM stereo, will help area 
dealers with promotions aimed at “getting FM 


aepeeat #2 ARIE as 





stereo moving.” Friendly Frost stores will not be 
mentioned, though Kaye admits the 29-store 
chain will get its share of the new business. 

The recording studio, fitted with the latest 
equipment, “‘will be running 24 hours a day soon,”’ 
Kaye predicted. 

And Volare, the retail selling area with prices 
from $500 up, features a good number of cabinet- 
makers’ hybrids along with eight or 10 well- 
known names. 
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Who owns New York? A good part of the radio-TV 


market, at least, goes to these four. Eastside, West- 
side (left to right), they’re Mel Koenig, Allstate Dis- 


tributors (Webcor); Harry Schecter, Zenith Radio 
Corp.; Bill Smith, Knickerbocker Distributors (Motorolo) 
and John Otter, John M. Otter Co. (Philco). 
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/MARKET REPORTS 


MIDWEST . CHICAGO, ILL.—The 
autumn leaves were almost gone leav- 
ing an atmosphere of both caution 
and optimism, but a little brightness 
was forecast for the remaining weeks 
of the year in this always competitive 
“Windy City” market. 

Generally, business has been on par 
with not-so-golden 1960. Cash pur- 
chases, rather than eredit or time 
payment, plus a steadily increasing 
demand for color TV were promising 
notes of merriment. Home laundry 
equipment and free standing ranges 
were proving to be added elixirs. 

Pete Corine of Chelten Radio and 
Appliances on Chicago’s south side, 
reported, “‘seven out of 10 customers 
are paying cash for their purchases. 
Although business is not much better 
than last year, we’re looking for a 
good finish. We’re getting a good play 
on automatic washers.” 

“We're finding that price is no 
problem with our customers,’ re- 
marked Les Wolfson of Irv Wolfson 
& Co., on the city’s north side, ‘‘and 
our sales of RCA and Zenith color 
TV have been excellent.” 

“There’s been a tremendous inter- 
est in color TV during the past few 
weeks,” added Bob Benson of the 
Benson Music Shop, located on the 
west side, “and sales in this particu- 
lar area are slightly ahead of 1960. 
Price does not seem to be a problem 
with our clientele when it comes to 
color TV.” 

“We're not looking back to miser- 
able 1960,” said Anton Tirman of 
Austin Appliance Co., also located on 
the west side. “It’s hard to tell how 
we'll finish out the year but things 
are looking much better. A majority 
of our customers are paying cash for 
their purchases and color TV has be- 
gun to move real well. We started in 
business servicing appliances and 
that’s helped to keep us going. With 
22 people in our service department, 
it’s become a prime part of our op- 
eration. Sure, trade-ins have been a 
help, too. But we’re handling coin-op 
laundry in some new apartment build- 
ings in the suburb of Melrose Park, 
just west of us, which will take care 
of our overhead. We’re going to go 
full blast on rentals shortly and we'll 
be able to rent them cheaper than 
the discounters.” 

A spokesman for R. Cooper, Jr., 
General Electric distributors, said, 
“We're real happy with our color TV 
and stereo sales and quite optimistic 
that the trend will continue to move 
and grow in the few remaining weeks 
of the year. Although portables seem 
to be in more demand than consoles, 
the fact that color TV is moving so 
well is a good sign.” 

Careful and continued newspaper 
advertising, direct mail campaigns 
and traffic pulling specialty catalogs 
were being used by the retailers to 
help pull 1961 ahead of the sour 
grapes finish of last year. Although 
white goods have tailed off, all agreed 
that home laundry equipment was 
gaining favor and leading the parade 
a step closer to the much heralded 
“Golden ’61.” 


WEST . . . CHEYENNE, WYO.—Chey- 
enne appliance dealers were planning 
a post-Thanksgiving promotion on 
hard goods to get the Christmas rush 
into high gear. Christmas sales were 
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slow so far but Lyle Harsch of Ranch- 
ers Appliance (Westinghouse-May- 
tag) said, “We’re getting a lot of 
lookers.”’ 

Most dealers reported that Sep- 
tember and early October sales were 
slow, but picked up considerably in 
the past month. A well-coordinated 
promotion boosted refrigerator and 
freezer sales in early fall, and most 
dealers were reporting an upswing 
recently in TV, stereo and radios. 
Cheyenne’s first FM radio station 
went on the air in October, giving a 
push to FM radio sales. 


combina- 


Harsch said stereo-TV 
tions were moving along, particularly 
23-inch lowboys, but portable TV was 
not doing as well. Both Harsch and 


Electric 
reported good sales of 
built-ins, particularly 


Paul Fintus of Automatic 
(Hotpoint) 
white goods 
ovens. 

“We had a little slump this fall as 
compared with last year, but it’s 
nothing to complain about,” Fintus 
said. Cheyenne dealers generally had 
a boom year in 1960 and although 
1961 sales are not quite as high, they 
are considerably above a long-term 
average. 

Both Fintus and Fred Nylander of 
Cheyenne Light Fuel & Power Co., 
said freezers and refrigerator sales 
were excellent in September and ear- 
ly October. Dishwasher sales, par- 
ticularly portable models, were mov- 
ing well. 





Les Harnish of B. Davis Furniture 
Co. (Frigidaire) said he’d noticed a 
drop in white goods sales since the 
second week of October, although 
washer and dryer sales were the best 
of the bunch. Harnish said TV sets 
have been the hottest item recently. 


SOUTH ATLANTA—“‘Bona fide 
prospects know more about prices 
than we do!” That’s the way Dur- 
wood Eubanks, Eubanks Appliance 
Company, summed up the ever-in- 
creasing amount of price shopping. 
“The worst part of it all,” he added, 
“is that most of them are determined 
to wait and see if prices won't go 
still lower.”’ Mrs. Katherine Haskins, 
of Haskins Appliance Company, was 
lending strong support to Eubanks’ 
observation: ‘‘Because we keep de- 
tailed records on prospects, we know 

Continued on p26 








IMMEDIATE DELIVERY FOR CHRISTMAS SALES! 





CONSOLE AND PORTABLE PHONOGRAPHS WITH 





MODEL 1773: STEREO HI-Fl CONSOLE 
u WITH BUILT-IN FM STEREO MULTIPLEX 


44” console with sliding doors and cane speaker 
grills. AM radio. 4 balanced speakers. 6 controls 
for complete stereo and monaural flexibility. 
In Mahogany, Walnut and Limed Oak finishes. 


$229.95 





MODEL 1777: STEREO HI-Fi CONSOLE 

WITH BUILT-IN FM STEREO MULTIPLEX 

Big 48” console. AM Radio. 6 balanced speakers. 
4 speed deluxe changer on slide-out drawer. 6 
controls for any desired tonal preference and 
stereo balance. DIAMOND LP styli. 

Mahogany $329.95 Walnut, Limed Oak $349.95 


MODEL 1775: STEREO 
HI-Fl CONSOLE WITH 
BUILT-IN FM STEREO 


MULTIPLEX 


stereo, monaural 





MOND LP styli. 38” 
sole. 


Mahogany $269.95 
Walnut, Limed Oak $279.95 


MODEL 1772: STEREO 
HI-Fl CONSOLETTE WITH 
BUILT-IN FM STEREO 
MULTIPLEX 


Complete audio enjoyment in 
a compact space-saving unit. 
AM radio. Deluxe 4 speed 
record changer. 6 controls 
for complete stereo and 
monaural flexibility. In 
Mahogany, Walnut or Limed 
Oak. 


$189.95 


All Prices Suggested Eastern List. 
Slightly Higher South and West. 


SYMPHONIC RADIO & ELECTRONIC CORP., 


Fully automatic 4 speed 
record player. AM radio. 
4 balanced speakers. 6 
controls for complete 


tone flexibility. DIA- 








Butlt-ln 
IM Sfereo 
Multiplex 


Symphonic keeps you in front of competition and in pace with 
consumer demand by keeping ahead of the industry with the newest 
electronic advances to increase traffic and sales. Symphonic console 
and portable phonographs, with built-in FM Stereo Multiplex, are 
available for the peak Christmas gift selling season . . . and they are 





the greatest values you can offer your customers. 
















and 


con- 


10 COLUMBUS CIRCLE, 


MODEL 1733: STEREO HI-Fl PORTABLE WITH 
BUILT-IN FM STEREO MULTIPLEX 


The ultimate achievement in 
portable perfection and en- 
joyment. AM radio. Deluxe 
changer. 6 balanced speak- 
ers. 6 controls for any de- 
sired tonal preference or 
stereo balance. DIAMOND LP 
styli. Covered in Pyroxylin 
coated simulated Pigskin in 
Black or Brown. $199.95 


THE PHONOGRAPH LINE THAT CONVERTS 
9 OUT OF 10 SHOPPERS INTO CUSTOMERS 


NEW YORK 19, N.Y. 
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The Grocers 


CONTINUED FROM P14 

cific dealer is selected by the distribu- 
tor to service a supermarket, what 
happens to other dealers in the area 
who are thus faced with a loss of 
business they cannot hope to com- 
pete for? They may be forced to 
abandon one line in favor of another 
with a similar plan. Certainly it 
would seem discriminatory to award 
one dealer in an area with a chunk 
of plus business while freezing out 
his competitors. 

And what about the discount house 
chains? Are they going to sit idly by, 
if they are handling a specific manu- 
facturer’s line, and see this new busi- 
ness being taken away from them on 
terms with which even they cannot 
compete? 





““One of many recent sales the Yellow Pages brought 
in came to $900,” says M. Wander, Wander Sales Inc., 
McKeesport, Pa. “The $900 was for an automatic 
washer, dryer and TV set.- Sales like this keep our |f-om 
business—and our Yellow Pages advertising—increas- {| -— 

ing every year! Many customers who phone find us 
through the Yellow Pages. Many tell us so without even 
being asked. And Yellow Pages advertising is our best 
way to contact newcomers in the area. We reach them 
with 36 ads and listings in two different directories!” 





And what is the attitude of the de- 
partment stores who seem to have 
indicated they are not interested—at 
least at present—in such tape-sale 
plans? 

It would seem highly probable that 
a department store, leading from 
strength as a “key account,” would 
be inclined to view with equanimity 
a manufacturer’s channeling his line 
through food chain stores. 

On the other hand, if most of the 
major manufacturers pursue plans of 
a similar nature, the department 
store may have no other recourse 
than to get aboard the bandwagon 
itself. 

All of this, of course, has to be in 
the nature of speculation. It is too 
early to assess the impact these plans 
may have on the trade. We do know, 
however, that in the case of trading 
stamps in the supermarket, the com- 


petitive factor of stamps has become 
of extreme importance. What we are 
concerned with primarily is the effect 
these plans are likely to have on the 


fortunes of independent dealers, 
already harrassed with the most 
virulent forms of competition pos- 
sible. 

Any plans which by their nature 
put hundreds of thousands of food 
stores in the business of selling ap- 
pliances, radio and TV sets must 
bring a draining away of the total 
market for those whose very exist- 
ence depends on that market. 

We never got into soup or salami, 
soap flakes or cigarettes, tooth pow- 
der or Pablum, pickles or peanuts. 


Why this once-proud industry feels that 
it must engage in sales-slip shenani- 
gans, or become bloodied with ketchup, 
is a little incomprehensible. 











HOUSEHOLD Afgoliances 


im all nationally advertised ond accepted brands 








Display ad (shown reduced) runs un- 
der ELECTRIC APPLIANCES — SMALL 
— RETAIL. Call the Yellow Pages 
man at your Bell Telephone Busi- 
ness Office to plan your program. 





RCA WHIRLPOOL YOuR TRADE 
~~ ADMIRAL pom. savnaiaet 
ELECTRIC 
FREELE 
ROPER 
DEXTER Twin-Tubs DEL 
GIBSON 
TEMITH 
MOTORDLA 
and 





| ORchard 8- 9546 | — 











or wCmnerend 2 san 

















MARKET 
REPORTS 


CONTINUED FROM P25 

that some of our customers have been 
watching refrigerator prices closely 
for as long as four months. This 
‘wait and see’ attitude is certainly 
becoming more marked in our busi- 
ness.” 

On the brighter side, however, Mrs. 
Haskins reported that “People are 
already in the ‘stereo mood.’ The 
middle-bracket consoles, Motorola 
and Zenith, are moving well. Dryers 
have been hurt by unusually dry 
weather, but we feel certain they will 
pick up before Christmas.” 

In suburban Chamblee, Charles 8S. 
Castleberry, of Castleberry’s, Inc., 
was doing an about face on color TV. 
Back in 1956, he took on color and 
moved only about twenty sets. “I 
didn’t even like my own personal set,’ 
he said, “‘so I got out of color.”’ About 
a month ago, I went down and looked 
at the new sets and liked what I saw 
—now I’m back in color with G-E 
and Zenith, and I’ve already had a 
few nibbles which will probably 
‘take’.”” Castleberry was still cautious 
in making forecasts for color sales, 
however, “When you're talking a 
black-and-white price of say, $300, 
against about $700 for a color pack- 
age, there’s a real sales job to be 
done. I think color will continue to 
pick up gradually through next year, 
but we’re not expecting any spec- 
tacular sales in the next few months.” 

Looking at his over-all sales for the 
vear, Castleberry said, “Every month 
this year has been ahead of last year, 
and we are expecting to wind up 
about 18% ahead. Stereo is especially 
good, with consoles (G-E and Ze nith ) 
from $250 to $500 moving best.’ 

Paul Parker, owner of Cobb Ap- 
pliance and Furniture Co. in Marietta 
(on the northern fringe of Metro- 
politan Atlanta), reported business 
was slow in that section. Even though 
employment at the Lockheed plant 
here has leveled off at a good, healthy 
number, the people are just not com- 
ing out. We have been especially dis- 
appointed in the results of our un- 
usually heavy promotion. For the 
past six weeks we’ve had a full page 
in four different newspapers each 
week. However, we’re still hoping for 
a better Christmas than last and 
we've bought accordingly!” 


SOUTHEAST RALEIGH, N.C. 
Signs pointed to a Merry Christmas 
for TV and appliance dealers in this 
area. 

After an October that apparently 
ran behind the same month last year 
for most of them, dealers were hap- 
pier about a brisker pace in Novem- 
ber. They expected to record 1961 as 
a better year than 1960. 

Apparently weather more in line 
with the season assured it. Dealers 
reported that the expected seasonal 
increase in movement of TV and 
stereophonic sets was realized. And 
they looked for brisker activity in 
sales of ranges, washers and dryers 
once colder weather arrived. 

Robert J. Cannon, spokesman for 
the Appliance Center (G-E), de- 
scribed October as ‘“‘about the same 
as last year” and added, “‘Right now, 
we’re running a little ahead of last 
year for November.” 

Myron U. Tuttle, a Frigidaire deal- 
er, said October “was off but we’re 
making up for it this month. The 
year as a whole is going to be an 
outstanding year.” 
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TAKING STOCK 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 


A quick look at the way in which the 





Stocks and Dividends 
in Dollars 


NEW YORK EXCHANGE 
Admiral 

American Motors 1.20 
Arvin Ind. 1 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric 1 BXD 
Emerson Radio .37T 
Fedders 1B 

General Dy. 1 
General Elec. 2 
General Motors 2 
General Tel & El .76 
Hoffman Elec. 

Hupp Corp. 25F. 
Magnavox 1 

Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M. .60 
Montgomery Ward 1 
Monarch .04 

Motor Wheel 1 
Motorola 1 

Murray Corp. 
Norris-Thermador 
Philco 

RCA 1B 

Raytheon 2.37T 
Rheem 
Ronson . 


Siegler Corp. .40B 
Singer 

Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 
Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 
Pentron 

Proctor-Silex 

Republic Trans. 
Thompson-Starret 
Trav-ler Radio 


MIDWEST EXCHANGE 
Knapp-Monarch 
Webcor 














1961 Close Close Net 
Low | Nov. 20] Nov. 27} Change 
105% 16% 18!/ + 2%, 
16!/ 17%, 17Y, — % 
20 26'/, 28\/g + 1% 
35 45% 457/g + % 
32, 40% 39% — 
311 37% 36% — % 
53!/2 48!/, 47\/> —! 
32 40!/, 39'/g — 1% 
50 84!/, BI1'/> — 3 
11Ye 12'/g 1355 + IA 
17'/, 21% 22 + 
25 275% 27/2 — 
60!/2 785% 79\/g — 
40% 53, 54 + 
24 25%, 25% — 4 
145% 18 1756 — % 
7% 7% 8 + 
35!/, 43 465, + 3% 
52% 71 67% — Var 
3054 395% 425% + 24% 
70/g 73 72'/2 — 
26%, 33Y/g 31% — 1% 
133% 17'/2 17'/2 _ 
11% 135% 13% + 
68! 82\/, 81/4 sf 
26/2 28!/, 29'/2 + | 
18 227 22% — \%, 
17% 23/2 23% — 
49\/, 56% 53\/4 — 3, 
347, ng 364% — 2, 
13! 13% 133% — 
12'/g 244%, 23% seal 
165% 27 27/2 + , 
8'/, 9% 91/3 — 
22%, 26\/4 25% — > 
107% 124% 120 — 4% 
26/4 27 26% — 
455% 52% 56!/2 + 4V/, 
4g 4% 4l/, — 
38 38%, 40!/2 + 1% 
2654 33 34 + | 
625% 203 80!/, a 
5), 9 8%, Mee 
5i/ 6% 6% Ms 
8'/4 10 “~~ & 
12Y; ao 4% i 

‘4 16% 16% —_ 
1% 2% 2% he 
2% 4% 4% as 
5Y/g 7% 1% = 
%| @1 se] - & 

4 2'/A om. % 
4% 6% 6% | — i 
_— 55% 55% — 
—_ 12 1556 + 2% 





A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. 


F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 
cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The market revealed 
no definitive trend last week, despite 
the continued heavy trading that saw 
the daily volume hit around 4 mil- 
lion. On the EM WEEK chart the aver- 


age rose slightly to 351%, 


chiefly 


through the efforts of a few individ- 
ual issues (Sunbeam, Zenith, Magna- 
vox). The big news along the Street 


was the Justice Department’s an- 
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nounced suit involving Ford and 
Autolite, a recent acquisition. Philco, 
also purchased recently by Ford, was 
affected slightly by the news but re- 
covered quickly and reflected only an 
Y pt. drop over the week’s trading. 
Motorola dropped a point under last 
week when an advisory service rec- 
ommended to sell the stock “fon any 
appreciable rally.” 








A QUICK CHECK OF 


BUSINESS TRENDS 

















Latest |Preceding| Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 113 127 108 4.63% up 
appliance-radio-TV index (Aug. 1961 vs. 
(1957 = 100) Aug. 1960) 
RETAIL SALES 18.6 18.3 18.5 00.54% up 
total ($ billions) (Oct. 1961 vs. 
Oct. 1960) 
APPLIANCE-RADIO-TV 320 326 318 00.63% up 
STORE SALES (Sept. 1961 vs. 
($ millions) Sept. 1960) 
CONSUMER DEBT + + 277 275 291 4.81% down 
owed to appliance-radio-TV (Sept. 1961 vs. 
dealers ($ millions) Sept. 1960) 
FAILURES 24 30 28 14.29% down 
of appliance-radio-TV dealers (Sept. 1961 vs. 
Sept. 1960) 
HOUSING STARTS 127.6 127.8 113.2 12.72% up 
(thousands) (Sept. 1961 vs. 
Sept. 1960) 
AUTO OUTPUT 124.7** 154.2** 11.1%] 12.24% up 
(thousands) 
PERSONAL CONSUMPTION 18.34 17.8+ 19.0+] 3.68% down 
EXPENDITURES (2nd qtr. 1961 
for furniture-household vs. 2nd qtr. 1960) 
equipment ($ billions) 
DISPOSABLE INCOME 367.8 316.8 354.4 3.78% ‘up 
annual rate ($ billions) (3rd qtr. 1961 
vs. 3rd qtr. 1960) 
CONSUMER SAVINGS 25.8 25.8 24.6 4.88% up 
annual rate ($ billions) (3rd gtr. 1961 
vs. 3rd gtr. 1960) 
EMPLOYMENT 67,824 67,038 67,490 00.49% up 
(thousands) (Oct. 1961 vs. 
Oct. 1960) 
*New index being used. Federal Reserve Bulletin (seasonably adjusted). : 
**Figures are for week ending November 25, 1961, and preceding week (revised). 


uarters. — 
ulletin figures 


+ Figures are for 
+ +Federal Reserve 


(revised) . 





a quick cueck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 


of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room... 


DISHWASHERS 


DRYERS, Clothes, Electric 


Gas..... 


FOOD WASTE DISPOSERS..... 


FREEZERS 

PHONOGRAPH SHIPMENTS 

RADIO PRODUCTION... 

(Excludes auto) 

RADIO RETAIL SALES 

TELEVISION PRODUCTION 

TELEVISION RETAIL SALES 

REFRIGERATORS 

RANGES, Electric, Standard 
Built-in 

RANGES, Gas, Standard 
Built-in 


VACUUM CLEANERS 


WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 


WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 


WATER HEATERS, Gas (Storage) 


September 
9 Months 
September 
9 Months 
_ October 
10 Months 
October 
10 Months 
on September 
9 Months 
September 
9 Months 
September 
9 Months 
Week Nov. 17 
46 Weeks 
July 
7 Months 
Week Nov. 17 
46 Weeks 
July 
7 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
October 
10 Months 
October 
10 Months 
October 
10 Months 
October 
10 Months 
October 
10 Months 
October 
10 Months 
September 
9 Months 
October 
10 Months 











1961 1960 % 
(Units) | (Units) | Change 
38,500 22,400 +71.88 
1,369,200 | 1,378,100 —00.65 
56,400 56,000 +00.71 
430,600 417,100 + 3.24 
95,820 94,399 + 1.51 
600,348 632,779 — 5.13 
57,163 57,522 —00.62 
318,771 344,946 — 7.58 
90,900 76,300 +19.13 
609,000 581,600 + 471 
94,891 88,500 + 7.22 
820,791 844,000 — 2.15 
452,187 531,286 —14.89 
2,540,570 | 3,048,546 —16.66 
292,060 247,902 +17.81 
10,381,849 | 9,515,476 + 9.11 
697,851 573,363 +2171 
5,088,031 | 4,451,721 +14.29 
142,227 116,932 +21.63 
5,474,191 | 5,212,181 + 5.02 
388,791 392,858 — 1.04 
3,027,975 | 3,050,385 —00.74 
316,500 290,700 + 8.88 
2,647,700 | 2,709,300 — 22] 
81,900 82,000 —00.12 
644,300 652,500 — 1.26 
68,400 62,000 +10.32 
528,200 509,600 + 3.65 
158,900 139,600 +13.83 
1,238,600 | 1,263,100 — 1.94 
30,700 29,400 + 4.42 
289,900 289,000 +00.31 
327,608 290,059 +12.95 
2,712,185 | 2,778,045 — 2.37 
259,326 247,338 + 4.85 
2,229,962 | 2,160,642 + 3.21 
62,544 58,470 + 6.97 
578,719 614,737 — 5.86 
7,635 13,062 —41.55 
83,750 131,957 —36.53 
76,000 71,000 + 7.04 
571,000 553,800 + 3.11 
219,690 192,900 | + 13.84 
2,138,900 | 2,309,300 — 1.38 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA, 
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THE BIGGEST EXTRA IN REFRIGERATORS FOR 1962 is the completeness of the Westinghouse EXTRA #1: New Model RPC-13 Refrigerator. it's the newest addition to the most complete 
line. Refrigerators with top or bottom-mounted freezers . . . revolutionary Center Drawer line in the industry. It’s designed for people who need king-size fresh food storage. Big king-size 
Refrigerators ...a new model with king-size fresh food storage... single-door models ...widest refrigerator section means plenty of extra room for fresh food. A small Handi-Freezer hoids 
selection of Frost-Free models in the industry. If Westinghouse doesn’t have it, nobody does. enough frozen storage for everyday use. And there’s plenty of extra storage space in the door. 








EXTRA #2: Revolutionary Center Drawer Refrigerator. EXTRA #3: 1962 Frost-Free Refrigerator-Freezer. Fea ures EXTRA #4: Westinghouse Flash-Defrost Refrigerator. 
it’s the most talked-about appliance to come along in years. the most tested automatic defrosting system on the market Offers de luxe features at an economy price. Push-button 
Center Drawer keeps meat fresh seven days without freezing. today. There’s no messy defrosting ever. Has the 7-day Meat Flash Defrosting quickly defrosts freezer. Full-Width Porcelain 
And it’s completely Frost-Free . . . no defrosting ever! Keeper. And the freezer holds a big 110 Ibs. Vegetable Crisper. Full-width, full-depth shelves. 


For 1962...Westinghouse extras make the difference 


EXTRAS IN PRODUCTS! EXTRAS IN FRANCHISE! More customer benefits in each Westinghouse major appliance 
than in any competitive product at its price. Plus such franchise extras as a nationa} Dealer Council, active 
appliance dealers who consult and advise in matters affecting dealers...price and servicg protection guaranteed 
in writing...a continuous program of dealer support for Westinghouse Dealers. For thg full story of Westing- 


house extras, see your Westinghouse Distributor. You can be sure... if it’s West n oh 0 U Se 
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